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A THREE-COMPANY TEAM, 


UNDER ONE-COMPANY MANAGEMENT, 


THAT WILL SHOW YOU WHAT TEAMWORK REALLY IS... 


When you've seen how efficiently 


this three-company team handles a job 
all the way—-from layout, copy, and cuts 
to mailing plates and mats to publications 
you'll recognize that you’ve been served 
by the first team! 


Call us on your next job. 


FREE—AND AT NO OBLIGATION TO YOU! 


It take 


PROGRESS 


PLATE MAKING COMPANY 
323 Filbert Street, Phila. 7 


WAlinut 2-0447 


NEW YORK phone r I} 2-1723 e WILMINGTOR 
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1 30-page booklet t Jescribe ALI 


HANSON PROGRESSIVE 
ELECTROTYPE COMPANY COMPOSITION COMPANY 
Ith & Sansom Streets, Phila Ith & Sansom Streets, Phila. 7 


WAInut 2-5567 WA!nut 2-2711 


*of course, any of the three can be reached by one call 





Mead Cover Papers Add Beauty 
and Character to Booklets and Catalogues 


The cover is the front door, the show- 
case for every catalogue, booklet and 
brochure that leaves your shop. Each 
is certain to make a good first impres- 
sion and stand up better if the cover 


stock you use is from among the long 
list of cover papers made by Mead. 
No matter what the job or budget, 
you'll find a Mead cover stock ideally 
suited to your purpose. There's the 
new Black & White Coated Cover, a 
perfect match, a perfect cover, for any 
job printed on Mead’s beautiful Black 
& White Enamel, the aristocrat of 


superfine coated papers. There’s Dilcol 
Translucent and Printflex Coated 
Cover, both available in sparkling 
white and ready to do full justice to 
the finest halftones and full-color sub- 
jects. There’s Potomac Cover, tops in 
the field for its printability, fine quality, 
and wide range of handsome colors. 
The Mead cover line also includes 
many other specialty covers famous 
for their versatility, quality and econ- 
omy. Each was designed with your 
needs in mind. All are standard prod- 
ucts of The Mead Corporation. 


») THE MEAD CORPORATION 


Papermakers to America 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 


New York . 
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Chicago « Boston « 


Philadelphia « Atlanta 


Mead Cover Papers 


Black & White Coated Cover 
Dilcol Translucent 

Dilcol Offset Translucent 
Printflex Coated Cover 
Printflex Offset Coated Cover 
Leatheright Cover 

Spotlight Cover 

Highlight Cover 

Potomac Cover 

Potomac Velour 

Wood Grain Cover 


Ask your paper merchant for samples 


of these papers 
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ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 
Appealing cr 
CR ( heed ( Me0Ct 47TF’s BRAND NEw i|l forunc W Se hippt 


fous | Muntey Hail 


Ynttiquing It’s something for printers, typographers, 


CJ K pon designers and advertisers to cheer about! 


\ , Not just another script face — but a script face 
eal OCEN specifically designed for many different jobs. It is 
a free-flowing. easy-reading face with all the dash 

Oniqinal of smart handwriting, open and legible. It’s perfect 
to introduce a touch of smartness into advertising 

nick and brochures, for stand-out words and chapter 
im headings. And it meets a need for an easy-to-set. 
spirited square-body script for greeting cards. social print- 
ing and job work. Because of its overall evenness 


' | | of color, it can be printed by any process. Murray 
C) huSud 


Hill is available from 14 to 72 pt. 
Wear 


Fe 2 


why it pays to USO and sherify ATF hand-set types 


@ There’s an ATF face in exactly the weight, color, size and 
style to fit your needs. 


ecty| 
>A J Artistically correct, designed by leading type authorities. 


Easy to get perfect spacing, correct it. 
oaenanieie : perfect s} f 


Sharp clear proofs for reproduction by any means. 


..a whole font in any one size often costs less than a few 
words in hand lettering, and can be used over and over 


again. For instance, the full font of 18-point Murray Hill 
costs only $10.60. 


ANE and you'll like the New Yook of ATF service! 


Our type distribution picture has been sharply 


” ) “a Its low cost makes it economical to print from ATF type 
’ (: 


(bjuwy3’ 


#30 point Murray Hill 


re-aligned—to give you speedy, right-the-first-time serv- 
ice. New dealerships from coast-to-coast make handling 
ATF type a full-time business, not a sideline. Specify 
and use ATF types and see how easy it is to have dis- 
tinctive typography at prices everyone can afford! 
Write us today for specimen brochure of Murray Hill 
and the name of your nearest ATF type dealer. 


This ALL-TYPE advertisement was 
designed by Emil J. Klumpp, 
designer of Murray Hill. 


Types used: 
Bodoni— Bodoni Italic 
Bodoni Bold Italic 


and UY Uurray Hill American Type Founders, 200 Elmora Avenue, Elizabeth. New Jersey 
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Just Celutin Us 


Advertising Management Is Underrated 


It is a strange fact that of all the functions of business, adver- 


tising management is at once one of the most important and one of the most 
underrated. 


This is not to say that advertising and its related activities--all 
of which with the exception of media buying are fully covered each month in 
Advertising Requirements--are not acknowledged as highly important to busi- 
ness success. The very fact that such large amounts are expended for pro- 
motional services of all kinds within the scope of advertising department 


operations demonstrates the vital role assigned to them by business manage- 
ment. 


However, the executive responsible for the creation and execution 
of advertising, promotion and merchandising activities, within the framework 
of general marketing policy, is often believed both by associates and out- 


Siders to be merely supervising a technical operation over which someone 
else has the major control. 


Yet the numerous studies of markets and buying influences, under- 
taken by AR to pinpoint the scope and influence of advertising management, 
have invariably demonstrated the full authority accorded advertising man- 
agers in running their departments and getting their jobs done. 


It seems to us that it is highly important both to buyers and 
sellers in the advertising field to recognize the advertising manager for 
what he is--a key executive selected for the performance of an important 
business function because of his special abilities and experience, and 
armed with the authority necessary to operate his department, under general 
marketing policy, subject only to the final test of results in terms of 


sales and company acceptance. 
OG 


G. D. Crain Jr. 
Publisher 


May, 195¢ Advertising Requirements Vol. 4, \ 


4 Publisher G. D. Crain, |r Ad t Sales Manage | k J hn ‘ 

ADVERTISING REQUIREMENTS is published dvertising Sales Manager: Jack Johnsor 
monthly by inte Publications cee 200 Editorial Director Ss. R Bernstetr Sales G Service Manager: John F. Barnett 
E. Illinois St., Chicago 11 (DElaware 7-5200), Executive Editor Dick Hodgsor 200 E. Illinois St., Chicago 11 (DElaware 
publishers of ADVERTISING AGE and ee a =e Soemenone 7-5200) 
TRIAL MARKETING: Subscription rates: $3 per Wan io SEFC serena ites tiene 
i foreian postage except for Canada, U. S Associate Editors _ New York—480 Lexington Ave. (PLaza 

a d po A = 7 ae sostage Maria Grygier, Bette Macon, Margaret Reynolds 5 -0404) —Vincent Shallow, Eastern Adv. Mar 
—e ee eee P . Art Director Ed Wagner Los Angeles—Simpson-Reilly Ltd., 1709 W 
— Circulation Manager Myron A. Hartenfeld 8th St. (DUnkirk 8-1179)—Walter S Reilly 
Entered as second class matter Feb. 18, 1954, Editorial Assistant Patricia Ley San Franciscc Simpson-Reilly Ltd )3 
at Chicago, IIl., under the Act of Mar. 3, 1879 Market St. (DOuglas 2-4994)—Richard §& 
Additional entry, Lafayette, Ind Copyright 1956 by Advertising Publications Inc McCarty 


sO 
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Stickin’ 
Aroun 


LEEN-STIK 


How’s your KLEEN-STIK I. Q.? 


The big quiz question in P.O.P. is: 
What's the best way to get display 
material up and keep it up? And 
the answer is—KLEEN-STIK! Know 
why? Because it’s the moistureless, 
self-sticking adhesive that “pays 
off” in choice display space ... and 
in winning ideas like these: 


#08 GOOD TasTeE 


HAV-ATAMPA 


HAV-A-TAMPA “Smoke Signal”’ 


Winning Christmas window space 
was easy for EARL BROWN, Sales 
Promotion Mgr. of HAV-A-TAMPA 
CIGAR CO. of Tampa, Fla. This 
unique TRANS-STIK transparency 
did the trick — gave dealers ‘““wow!”’ 
display without blocking windows 

. visibility plus in-visible, easy-up 
applicat ion with a 
KLEEN-STIK. Result: the colorful 
design, silk-screened on 13 x 10 ace- 
tate, seems painted directly on the 
window! A bouquet of smoke-rings 
to artist HANK ANDERSSOHN 
and to D. G. DANIELS of 
DANIELS, INC., screen process 
printers, both of Tampa. 


Door-opener for AIRTEX 


This clever Face-Stik ‘‘store-hour” 
clock won quick dealer acceptance 
for AIRTEX PRODUCTS INC., 
Fairfield, Ill., auto parts maker. It’s 
complete with cut-out hands to mark 
individual opening and closing times 
. . . goes up quick an’ easy for long- 
lasting display inside glass doors or 
windows, thanks to KLEEN-STIK 
adhesive. Reverse side carries a 
“thank you” to customers on their 
way out. BURLINGAME-GROSS- 
MAN, Chicago ad agency, did the 
art ... neat production handled by 
BEN STECKI for JACKSON 
PRESS, Chicago. 


Make sure you know all the parts to 
the KLEEN-STIK answer: Face- 
Stik and Trans-Stik for use on glass 
..- All-Over Gummed or Strips & 
Spots for use on walls, shelves, ete. 
See your regular printer or lithog- 
rapher for a “‘jackpot”’ of ideas—or 
write for our free ‘‘Idea-of-the- 
Month” (every month). 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue ¢ Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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CO Advertising 


TABLE 


Six Weeks from Planning to Sales ............ 


As a result of thorough planning, this complete national 
ad campaign was turned out in six weeks. 


I ie as ak me lg ee i ea ce we 


A San Diego advertising agency designed a special building 
to meet its special needs. 


A System for Controlling Printing Costs ........... 


A practical and proven method that can cut 10% from your 
printing bill . . . first of a series. FREDERIC KAMMANN 


What’s New in Magazine Inserts ....... 222 ee eee 


New uses and attention-getting gimmicks have brought 
business paper inserts to a new high. 


Prints Solve Production Problems .........+-++s+e-. 


How an agency solved special problems through the use of 
“different” reproduction processes. WituiaM A. ARTER 


Chicago Design 1956... . cee ere cere ceesvsces 


New advertising art trends are seen in the results of two 
Chicago design competitions. 


Clever Gimmicks Pave the Way for Burlington Mills ... . 


How one advertiser dramatized six major points of its new 
merchandising program. Paut GEDEN 


Redesigned Startex Packages Bring Order Out of Chaos . . 


Field and factory studies resulted in more efficient operation 
and increased sales for Startex Mills. 


How to Improve Your TV Commercials .........+.+-. 


A 12-point checklist of important do’s and don’ts for users 
of tv commercials. MAuRINE CHRISTOPHER 


New Look for the Old Lumberyard ........4.-.+4+e48. 


How a business magazine helped lumber retailers increase 
do-it-yourself sales. Gorpvon J. LAWLER 


Electronic Engraving—A Progress Report ........... 


A report on the latest developments in electronic engraving 
on plastic plates. Davip SALTMAN 


The Agency’s Role in Premium Promotions ......... 


A series of checklists designed to help premium users avoid 
common pitfalls. JoHn P. CUNNINGHAM 


From Minks to Foreign Pennies .........+.+.+++6-s 


Family-living and a wide variety of new items enliven the 
Chicago spring premium show. 
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Requirements [QYAZ72.; 


LAr 
CONTENTS Wars 
Volume 4 e@ Number 5 BA 


Spring Specialty Shows Set Business-Like Pace ....... 
AR reports on the spring shows of the Advertising Specialty 
National Assn. and the Advertising Specialty Institute. 


e 
How Long is a Shoelace? .... 1... 2 ee ee eee eee Wechion 
How a Detroit store used an old gag to run an interesting 10. C. 
contest for young customers. HAvILAND F.. REEVES 
; On guard 24 


How to Keep Your Projectionist Happy ......-+-+++++->s hours a day, to 


A way to help your projectionist and help yourself and your 


P protect your 
presentation at the same time. Rosert B. Konrkow 


sales promotion 


Wide Screen—A New Agency Technique ........+.+.--. .. Eureka 


An Indianapolis agency used three projectors and a triple 


Safety Paper 
screen in a new form of client presentation. 


A Trade Show Takes to Wheels .......2 +s eee 


A traveling caravan keeps local producers’ councils in- 
formed of up-to-date building methods. STANLEY E. COHEN 


Advertising Agencies and Exhibits ...... 2+ eee ees 
How agencies can aid exhibit producers in building more 477 
g . " Po) Constantly 
successful displays. JAMES B. ZABIN ' a 
watching the 
Who’s Responsible for Those Daily News Posters? .... . 


The author tells the inside story behind the mirth-provoking ' 
: ‘ business... 
Daily News poster series. Tony CHEVINS 


trend of your 


Eureka Serial 
Merchandising Outdoor Advertising ............. 


Ingenious point-of-purchase displays gave Kraft margarine 
double impact from its outdoor bulletins. 


Numbering 


Gutdeor Advertising Awards . 1. cw ccc cee eee ces 


The winner of the Outdoor Advertising Awards credits his 


: oor PROTECTION AND CONTROL ARE TWO 
agency for his award-winning poster. 


WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
Departments TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 
Art & Photography... 45 THE SUCCESS OF YOUR PROMOTIONAL 
Audio & Visual Aids... 87 R \ F EFFORTS. 

Direct Advertising... 55 egular Features WE'D LIKE TO TELL YOU MORE ABOUT IT, 


Layout & Typography... 51 Advertisers Index... 104 — WON'T YOU DROP US A LINE? 
Packaging & Labeling... 59 Books for Admen... 22 
Paper... 37 Coming Conventions... 24 

Photoengraving & Platemaking... 71] The Editor's Notebook... 6 
Premiums, Prizes & Specialties... 77 How I Solved It... 18 


sais < ta ie ae alle - EUREKA SPECIALTY PRINTING CO., 
rinting inding... ea Gs... 
Radio & TV Production... 63 Just Between Us... 3 568 ELECTRIC STREET, SCRANTON, PA. 


im ; MANUFACTURERS OF WORLD FAMOUS 
Shows & Exhibits... 93 Promotion Almanac... 20 DUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 
Signs & Identification Materials... 97 Readers Write... 11 


Window & Store Displays... 67 AR Reprints... 16 
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BIG NATIONAL 
ADVERTISERS 


f PRE-TESTED 
for WEATHER WEAR 


Any type outdoor Signs 
you may require for effec- 
tive outdoor advertising, 
and produced in quantity, 
are made in the modern 
GRACE plant in the mod- 
ern manner — for superior 
service life and attrac- 
tiveness. Yes, they out- 
last and out-sell com- 
petition 


a 
LL Na 
ROADSIDE « 
ae 
REFLECTORIZED 


SILK SCREEN 
PROCESSED 


The special GRACE meth- 
od of applying colors to 
depict product and en- 
hance design, is fast, 
accurate and artistic. 
GRACE made signs have 
it—eye, and buy appeal! 


FARMERS IMPLEMENT CO. 
= 


WE DESIGN ANY TYPE SIGN 


If your clients desire special type signs, let us know. 
Our art department will make up a sample sign free for 
approval, from sketches made by ieee 

client or us. What are YOUR needs? | 


SEND FOR CATALOG 
iN FULL COLOR 


GRACE iss nee. 


3600 S. 2nd ST. * ST. LOUIS 18, MO 
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The Editors 


Marketing Tool 


Demand Increases for 
Packages That Sell 


The story on page 59 telling about 
Startex Mills’ repackaging program 
is more than just a tale of how a 
manufacturer aided its sales effort 
through more effective packaging. 
Actually, it’s a case history which is 
typical of something that is going on 
in many fields. 

Speaking at a February meeting of 
the Package Designers Council in 
New York, Edwin Levanion, Startex 
sales manager, said, “For many years 
the textile industry was slow to ac- 
cept new packaging ideas. It is en- 
couraging to note, however, that in 
the past four or five years, mills have 
completely changed their thinking.” 

This same statement can be ap- 
plied to many other fields. For far 
too many years, packaging was con- 
sidered little more than part of the 
manufacturing operation in the vast 
majority of industries. Today, how- 
ever, it is quickly becoming almost 
universally a part of the advertising 
and marketing operation —even in 
most of the backward (packaging- 
wise) fields. 


>In his PDC speech, Mr. Levanion 
provided an insight into some of the 
factors behind this change: 

“Nationally advertised brands in 
properly designed packages are do- 
ing much to build confidence in pack- 
age merchandise. 

“Self-service variety stores have 
been a big contributing factor to 
newer and better packaging. 

“Packages can help department 
stores—department stores have been 
finding it difficult to get competent 
sales people. Top store management 
is aware of this condition and they 


are doing everything they can to 
remedy the situation—money is be- 
ing spent on sales training programs, 
and progress is being made in im- 
proving the sales ability of retail 
clerks. 

“We manufacturers can help stores 
by continuing to put more ‘sell on 
packages, to better enable sales 
clerks to know more about the prod- 
uct they offer their customers. Many 
sales clerks only know what they 
read on the package. 

“Variety chains will open more 
self-service units in 1956. One large 
chain expects to have 400 self-service 
units in operation by the end of the 
year. This further stresses the im- 
portance of the ‘package as a sales 
tool.’ 


> “Speaking of ‘packaging as a sales 
tool,’ let me illustrate the impor- 
tance of the package, from our ex- 
perience in selling supermarkets. Our 
salesman calls on the buyer of a food 
chain. If the buyer thinks favorably 
of the product, the price and the 
package he will ask you to leave 
the package, so he can present it to 
his merchandise committee. 

“Shelf space is at such a premium 
that supermarkets have committees 
decide on new items, rather than 
trust to the judgment of one man. 
Your product, your price, and your 
package are then at the mercy of the 
buying committee. Once before the 
committee, your package has to do a 
big selling job. You have no sales- 
man there to talk quality, 
value received. 

“Technological advances enable 
your competitors to build a product 
equal to yours. If your competitor 
has a better looking package with 
more ‘sell’—out you go. Many a prof- 
itable sale has been lost because of 
improperly packaged merchandise. 

“Give the merchandise committee 
the ‘right package’ then your sales- 


price or 


OUCOUEOEROEOECERECEOEOCESCGOOEEERECOEOOOEEGOROOEOHGUROCSEUGCEOREERORRROOCROREORRSROORECEECRCORCOSSOCEOOCEOREORGGRORGCCCOEGEECCCCHCORSOROCECEROREOHEOGRORRErORetOtES 


Display typefaces in this issue . 


G ADletter 157-L; 


. Page 25—20th Century Extrabold; 31— 
G Extrabold Extended; 37—Hand Lettering; 45—Venus Extrabold Extended 


Venus Medium Extended 
; 51—Tempo Heavy 


> 55—Rondo G&G 20th Century Ultrabold; 59—Lydian Bold & Bold Condensed 


63—tLydian Bold & Bold Italic; 67—Discus Script & 20th Century Ultrabold; 71—Venus Extrabold 


Extended & Metrolite; 77—Bodoni Campanile; 87—Venus Extrabold Extended & Flash; 93 


Casual; 97—Balzac Brush. 


—Dom 





OFFSET DUPLICATING PROGRESS REPORT 


no practice copies required 


. . » for more details circle 584, page 105 


... and daily 
copy production 
ls increased 


Gone is the need for time-wasting make-ready. First 
copies are good copies with the new A. B. Dick® 
offset duplicator, Model 350, because of the precise 
Aquamatic control. One simple setting maintains a 
uniformly exact balance of ink and water to produce 
top quality copies. No molleton covers to buy—to 
clean or change. Paper lint is easily flushed out of 
the fountain, does not accumulate on ink rollers. 

For more information simply mail the coupon 
below. Or, for a complete demonstration, visit your 
A. B. Dick Company distributor. You will find his 
name listed under Duplicating Machines in the 
classified section of your phone book. Let him show 
you how easily and economically you can now pro- 
duce letterheads, catalog pages, systems forms, ad- 
vertising literature, bulletins and other material— 
produce photographic illustrations and, or linework 
in black or colors in your own Office. 


THE FIRST NAME IN DUPLICATING 


be SAB DICK 


| 


A. B. DICK COMPANY 
5700 Touhy Avenue, Chicago 31, Illinois 


Without obligation please send me more information 
about the new A. B. Dick offset duplicator, Model 350. 


Name__ . ; Position 
Organization 
\ddress 


City 
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In building an ad a good 
admaker casts a discriminating 
eye toward the typography. 
He knows that fine shades of 
meaning are conveyed 

subtly through type to “get 
across” his message to the 
reader. Service Typographers 
knows well that this doesn’t 
simply happen, but is the 
result of careful planning and 
execution. Knowing 

that the best ads are made 
and not born— 

Service Typographers puts 
more into your ad—you get 
more out of it...and your 
ads will show it. 


the best 
ads are 

made... 
not born! 


where typesetting is still an art 


SERVICE : ‘ypographers, inc. 


723 S. WELLS STREET + CHICAGO 7, ILLINOIS 


PHONE HARRISON 7-8560 
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Synchronous Accuracy 


PU ub cme 
up to 26" under rh iy 


ee ry 


SYWCHIRON 


CLOCK MOVEMENTS 


SYNCHRON Clock Movements are the choice of the industry 
--. product of 48 years experience manufacturing timing mechanisms. 


Easily mounted in any position . . . self-starting, with life-time lubrication 
. rear or bottom set... with or without dustproof cases .. . synchronous 
operation for maximum accuracy. Special action movements available. 


Write for engineering data or contact your nearest SYNCHRON representative. 
Our engineers will work with you in developing special applications. 


Wesley & Fromm, 5254 W. Madison St., Chicago 

R. H. Winslow & Associates, 123 E. 37th St., New York 

Elec. Motor Engineering, Inc., 8255 Beverly Bivd., Los Angeles, Cal. 
Cable-Hight Co., 1900 Euclid Ave., Cleveland, Ohio 

Lawrence Sales Co., P. O. Box 13026, Dallas, Texas 


HANSEN MANUFACTURING CO., INC. 


Makers of SYNCHRON Timing Motors, Timing Machines, Clock 
Movements, and Magna-Torc D.C. Motors. 


FACTORY 
REPRESENTATIVES 


PRINCETON 11, 
INDIANA 


qat Cree 
s ” 
sy Q 


oy 
‘h’ “Workhorse of the industry” 


MEMBER “un 


agvie’™ 
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They Sell . . . These new package bands 
adopted by Startex are aimed at a serious 
sales problem—giving retail sales clerks 
the information necessary to do a decent 
selling job. 


man won't have to worry about the 
order when the buyer tells him, ‘I 
like the item and I will submit it 
to my committee.’ ”’ 

This same type of thinking is be- 
ing applied to many industries—with 
the net result that packaging is tak- 
ing on greater importance as a mar- 
keting tool every day. What Startex 
has done is typical of hundreds of 
examples in other fields. 


> Undelivered merchandise depart- 
ment ... Some weeks ago, one of our 
readers sent us a check in payment 
for a copy of “Advertising Agency 
Operations & Management” by Roger 
Barton, which was reviewed in AR’s 
“Books for Admen.” Although we 
are not in the book-selling business, 
we dutifully passed the check along 
to the McGraw-Hill Book Co., which 
published Mr. Barton’s book . . . ask- 
ing that they send the volume to our 
reader. 

A short time ago, much to our sur- 
prise, along came a copy of the book, 
just addressed to AR. Since we had 
forwarded the original order to Mc- 
Graw-Hill, we asked them to let us 
know who had ordered the book and 
we would forward it. But, unfor- 
tunately, they reported that they do 
not file “all of our original orders” 
and, like us, didn’t have any record 
of who ordered the book. 

The moral to this little story is... 
please do not send orders for books 
reviewed in “Books for Admen” to 
AR. If you want copies, order them 
through your local book store or di- 
rectly from the publisher. 

.. and if you are the reader who 
sent AR a check for this book, let us 
know and we'll see that you get your 
copy. It’s an excellent book, but one 
copy is enough for our library. 


>Ever wonder who paints those 
giant cut-outs used so frequently on 
rotating bulletins these days? We de- 
cided to find out. Over at General 
Outdoor Advertising Co. in Chicago, 





CLEAN AS THE NEW HAMMERMILL BOND. It isn’t often that you will see 
a speck of dirt in Hammermill paper nowadays. Every bit of pulp that goes into 
any Hammermill paper gets a final cleaning through centrifugal equipment that 


whirls any impurities out of the pulp—equipment that Hammermill spent a half 


million dollars to invent, develop and install. This ~yet 
extra step makes Hammermill Bond cleaner than AMMERM 


ever. Another reason why it prints better, types better, BOND costs no more 
looks better. Hammermill Paper Company, Erie, Pa. lly less than many oth 


r watermarked papers 





White Blooms Whiter ... 
on HAMMERMILL OPAQUE 


@ You probably aren't asked to print a blooming 
Carnegiea gigantea (Giant Saguaro) every day. But 
whatever you print Hammermill Opaque will lend 
an extra “dazzle” to your four-color work. Its extra 
whiteness gives added sparkle to colors. It adds realism 
and punch. Use Hammermill Opaque for more snap 
in black and white jobs, too... letterpress or offset. 
And if you use both sides of the sheet, Hammermill 
Opaque’s greater opacity simplifies your printing job. 

You can get the radiant whiteness of Hammermill 
Opaque in four finishes and a wide selection of 
substance weights. 


Lithographed on Hammermill Opaque, Substance 28, ellum finish 
Manufactured by 
HAMMERMILL PAPER COMPANY, ERIE, PENNSYLVANIA 





Artist at Work . . . Drich Leps puts the 
finishing touches on a king-size bulletin 
cut-out for Falstaff Beer. 


one of the artists working in this 
king-size medium is Drich Leps, who 
was born in Tallinn, Estonia, 55 
years ago. The figures and scenes 
he works on dwarf him in size. Some, 
in fact, tower 21’ into the air. His 
painting of foodstuffs and beverages 
are exact down to the last detail. His 
artwork on humans, rising two stor- 
ies into the air, is amazingly life-like. 

Artist Leps is no newcomer to art. 
He attended the School of Applied 
Art in Tallinn and later graduated 
from the Pallas Academy of Fine 
Arts. He then studied in Paris and 
made long study trips to Germany, 
Italy, Switzerland, Sweden, Finland 
and Russia. His paintings were fre- 
quently seen at most of the impor- 
tant art exhibits in Estonia and other 
European countries. 

War events forced him to flee from 
his homeland, first to Western Eu- 
rope and then in 1949 he came to the 
U.S. He first free-lanced as a por- 
trait painter and art teacher before 
joining General Outdoor three years 
ago. Today, like many other fine 
artists who have applied their talents 
to painting king-size cut-outs, he is 
drawing upon his extensive art back- 
ground to add stature to this new 
medium. 


PRODUCTION MEN LOVE... 


“You gotta stop being so easy on your 
suppliers! Beat ‘em over the head!” 





Here's what Warwick 


“Phato—typesetting® 
can, do for you... AN Ka 


ah 


aN 


It will provide you with the sharpest, cleanest film or 
prints you have ever seen for the production of printed 
material. 

It will afford you exceptional savings in such areas as 
the production of large display type or unusually small 
composition. 

It will favorably compete and give you a far superior 
product in other areas. 

These are only a few of the many advantages of 
Warwick Photocomposition. For instance, if it will meet your 
requirements, we can set type directly on photographic paper 
instead of film (one copy only) and effect exceptional savings 
in composition. 


If you haven't investigated photo-typesetting by 
Warwick you have overlooked one of the most promising 


methods of saving money on many types of composition. 
Write or wire for complete information. 


*Intertype Fotosetters 


Warwick Typographers inc 
920 Washington Ave., St. Louis 1, Mo. 


OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 
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it’s in the cards 


test Crescent illustration board and prove 
to yourself that its hard, white surface is 
suited to a dozen mediums ... makes a 


job easier, quicker for you! 


send for samples today, to 


CHICAGO CARDBOARD COMPANY 


1240 N. Homan Ave. * Chicago 51, Ill. 
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Wherever sales count first in business, good impres- 
sions count first in making the sale. That’s why your 
best bet is to “run” with ATLANTIC BOND. 

ATLANTIC BOND is the genuinely water- 
marked, #1 Sulphite Bond, first in its field for sales 
because it’s first in performance. It’s a better-formed, 
better-looking paper— impressions “take” better... 
look sharper, clearer. 

ATLANTIC BOND is first in “runability,” too. 


Its “just-right” bulk and rigidity mean smoother 
running always. And ATLANTIC BOND is 
moisture-controlled for dimensional stability...assur- 
ing more accurate register on every run—no wasted 
time and effort on re-runs. 

Next time—and every time—you want the job 
done right, run it on ATLANTIC BOND. Your 
Eastern Corporation Merchant will gladly send you 
a free sample packet on request. 


wherever sales count 


first in business 


Atlantic is Ist in sales 


of all 


genuinely watermarked 
sulphite bonds 


Ue elem ely) 


os 
Atiantic Papers ow 
EXCELLENCE IN 


FINE PAPERS 


PUA E pele a 


ATLANTIC LEDGER 
aeRO MT CHT Roe eT MO LU) meV ae a nal) a ee el a eee 
MILLS AT BANGOR AND LINCOLN, MAINE + SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA, CHICAGO AND ATLANTA MANIFEST BOND 
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READERS 





Advertising Specialties 


e Asa jobber of advertising special- 
ties, I should like to comment briefly 
on your recent editorial (Just Be- 
tween Us, Pg. 3, March ’56, AR). 

The manufacturer of advertising 
specialties who told you that he can- 
not advertise his line because of job- 
ber objection is quite mistaken. Ad- 
vertising specialty jobbers, or 
counselors as they are now called, 
welcome any advertising either on a 
local or national basis by manufac- 
turers, providing, of course, that the 
manufacturer does not turn around 
and sell directly, but forwards all 
inquiries to jobbers in the respective 
localities from which the letters of 
inquiry originate. 

The leading manufacturers of ad- 
vertising specialties do, in fact, turn 
over inquiries to local counselors, 
who in turn call on the account. It is 
only the marginal manufacturer who 
in his quest for additional profits 
plays both ends of the field simul- 
taneously. 

Personally, I would welcome more 
articles on advertising specialties in 
your publication. 

ISRAEL MARGOLIES 
Sel-More Advertisers Inc., Peo- 
ria, Il. 


Outside Producers 


e In checking over back issues of 
AR, we recently came across the ex- 
cellent article entitled, “Why Outside 
Producers” (Pg. 27, Feb. 55 AR). 
This article is one of the finest that 
has ever appeared on the subject, 
and we believe it should be of con- 
siderable interest to many outstand- 
ing producers of films. We would 
consider it a great favor if you 
would permit us to reprint the ar- 
ticle. 
MiLton T. GILBERT 
Gilbert and Co., Studio City, 
California 


AR as Sales Tool 


e Your fine publication has become 
a regular sales tool for our organiza- 
tion, which is, I think, what you have 
planned. I wish to take this opportu- 
nity to thank you and the publisher 


of AR for such a splendid job. With 
the increasing burden placed on ad- 
vertising and the graphic arts to do a 
better selling job to keep our econ- 
omy and our nation going forward, 
it becomes ever more important to 
keep abreast of new ideas, new 
methods, better ways of doing our 
jobs. AR has become vital in this 
respect, and I can hardly see any 
self-respecting advertising man neg- 
lecting to read it thoroughly each 
issue. 
R. P. WALKER 
L. E. Chute Co., Davenport, Ia. 


Harold’s Club 


e While we don’t read AR looking 
for “spot” news, I thought Id offer 
congratulations on what turned out 
to be a well-timed article. 

I’m referring to the article on Har- 
old’s Club (The Route to Reno, Pg. 
123, March ’56 AR). This morning’s 
paper carried an AP dispatch with 
the news that a syndicate has just 
purchased the club from the original 
owners. A strong point in the story 
was that an important factor in the 
success of the club was the hundreds 
of outdoor postings throughout the 
country. 

I'd also like to add . . . congratula- 
tions on AR generally. It started 
with high standards and has con- 
tinued to raise them over the years. 

Mitton RIBACK 
Riback Public Relations, New 
York 


Likes Readers’ Service 


e I think AR is a grand magazine, 
and the Readers’ Service Department 
is really tops in keeping us informed 
of new products and telling us where 
we can get information, samples, etc. 
I have felt a little greedy at times 
in putting several circles on some of 
the request cards. However, I assure 
you that all material received is put 
to good use, and results in sales for 
many of the advertisers 
what they want, of course. 
D. A. STEWART 
Art Director and Production 


Manager, The Filmore Co., Chi- 
cago 


which is 





“Filmotype” 
WTR 
make friends 
ET aL«| 
influence 
clients’ 


Sydney Dickens, 
Dickens Inc., packa 
design studio 


“Finest professional quality photo-compasition 
hand lettering and display type. 


“Where speed, quality or volume is re- 
quired for display type or lettering as a 
guide in comprehensive layouts and for 
finished art . . . we always have the right 
answer right in our own office — Filmotype!”’ 


Apply these proved dependable Filmotype 
features to your operation: 


e Almost instantly, razor-sharp, jet black 
copy ready for paste-up. 


The alphabet you want for any occasion! 
Filmotype’s enormous selection includes 
over 1,000 styles and sizes of popular 


hand lettering and imported and domestic 
type. 


So easy to operate, anyone can do it 
after a few basic instructions—so eco- 


nomical, costs only a few cents a head- 
line! 


MAIL THIS COUPON... 


THE FILMOTYPE corporation 
60 W. Superior 
Chicago 10, Illinois 


Send me complete details about the Filmotype photo- 
composition machine. | am also interested in a free 
demonstration in my own office. 

NAME 

FIRM 

ADDRESS 

CITY ZONE STATE 
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Here’s Superior 


Catalog Binding 
with 
ECONOMY 


PPLannine 4 CATALOG? You can make it 
look better, last longer, please the cus- 
tomer by its loose leaf efficiency without 
bulky mechanism—if you just specify 
ACCOPRESS Binders for the cover. And 
you'll get these good-will building features 
with greater economy than you've believed 
possible in such fine catalog bindings. 


ACCOPRESS Binders are available in five 
colors and may be printed or embossed for 
just the effect you wish. Covers are made of 
durable pressboard, lie flat, and come in 
many sizes. Write us your needs—or ask your 
stationer to show you the complete ACCO 
line for keeping papers together and sa/e in 
every department of your business. 


The Accopress 
Binder com- 
bines loose leaf 
convenience, 
large capacity 
and economy. 
Ideal for Cata- 


log Covers. 


When transfer time 
comes just slip the 
bound papers from the 
Accobind Folder, insert 
a new Acco Fastener 
and the Folder is ready 
for another year's fil- 


ing. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 
(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 


and other filing supplies 


ACCO PRODUCTS, Ine. 
Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronto 
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AR a Must 


e Truly, each month AR is a must the 
day I receive it. I admit that some- 
times it is rather late in the evening 
or rather early in the morning when 
I get time to read the treasure-filled 
pages of each issue, but I do read it 
and you will find my readers’ service 
card among the first to be returned. 
Thanks again for the wonderful arti- 
cles and thanks to the advertisers for 
showing us their wares and ideas so 
that we can continue to win in our 
market. 

A. L. KInc 

A-5 Letter Service, St. Paul 


Increasing Use of Color 


e After reading your article on color 
in the January issue of AR (The In- 
creasing Use of Color in Advertis- 
ing, Page 25) one paragraph was a 
challenge to me, although the ad 
referred to might have been one 
published by the Cleveland Twist 
Drill Co. 

Quoting Harold Elfenbein, “I no- 
tice a number of industrials going 
in for process color—a twist drill 
company recently using a full bleed 
page in color. What do they have to 
gain?” 

We have been using full color in- 
serts since 1946 and feel we have 
had a lot to gain. 

Enclosed are a few samples of the 
ads we have used in the past three 
years. Each is a sample of a series 
plugging some one thought or line 
of thought. 

R. C. HELBIG 
Advertising Manager, Green- 
field Tap and Die Corp., Green- 
field, Mass. 

The two published illustrations 
are black and white reproductions 
of the color inserts Mr. Helbig sent 
us. ... Ea. 


Taps 
Without 
a 


Na > GREENFIELD 1° ons 01 conporanon 
Gieentiets Massorters 


They Like AR 


e Let me tell you, loud and clear, 
that AR is the most helpful, inspir- 
ing magazine that crosses my desk. 
I use it for deskside and bedside 
reading. In my book it’s the best 
investment I make, bar none. 
JOHN MILLER 
John Miller Advertising Agency, 
Norristown, Pa. 


e Please accept my compliments for 
the splendid job you did with 
“Planned Personalized Promotion” 
(Pg. 57, November 1955 AR). We 
were very pleased, here at the Lon- 
don Chop House. 

You undoubtedly can believe that 
we have received dozens of inquiries 
and requests for some of the mate- 
rial quoted and we gladly replied to 
all. 

LESTER GRUBER 
London Chop House, Detroit, 
Mich. 


e I’ve been watching your publica- 
tion with great interest since its 
first issue. 

I believe I can say that I find AR 
more useful to me than any other 
publication that crosses my desk. To 
be sure, I carefully peruse all adver- 
tising and selling magazines, but I 
find myself clipping yours with 
greater frequency than any other. 

For example, I’ve just gone 
through your February issue and 
have pulled five different articles to 
call to the attention of specific indi- 
viduals in our organization. 

I merely want you to know that in 
my view you have found a most im- 
portant niche in the advertising 
world and are filling it admirably. 

RALF KIRCHER 
President, Kircher, Helton & 
Collett, Inc., Dayton, O. 





Craftint offers you 


the most complete 


Shading Medium Catalog 


CRAF-TONE SHADING SHEETS... the no glare, self-adhering all-pur 
pose, efficient, economical overlay shading medium... 294 patterns! 


CRAF-TYPE...the versatile, improved paste-up type that speeds com- 
position and really cuts typography costs! 279 Fonts, faces and sizes. 


CRAFT-COLOR... 19 brilliant, nonfading Translucent colors on self- 
adhering clear plastic sheets! 


SINGLETONE DRAWING PAPER.. achemically treated drawing paper 
with a single hidden tone for straight shading effects! 59 Patterns! 


BLACK AND WHITE TOP SHEET SHADING FILMS...Transparent over- 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en 
graving shops. 


MULTI-COLOR PROCESS. .. reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color printing! 


CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM. 
17 original two screen patterns that you develop. Two separate “in- 


visible” shading tones processed into the paper to get third dimen- 
sional effects. 
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in the world! 


CUT production costs! 
ME ET deadlines efficiently! 


ADD sales impact to layouts 


and finished art! 


THE CRAFTINT MANUFACTURING CO. 
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NEW YORK CLEVELAND CHICAGO 


CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 


Name 


Company 





Address____ 





City 
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Prominent Users of Strathmore Letterhead Papers: No. 122 of a Series 


A landmark in 
Philadelphia— the famous 
First Pennsylvania 

Bank entrance. 


Cone 0 once sv08 
Tee Finest Pennsvivanta 


ea "OO AND TRITST Commany 


Dignity through Quality! 


A Dignified Letterhead is essential to institutions 
with traditions to maintain. That is why The First Pennsylvania 
Banking and Trust Company selected a Strathmore paper for its 
letterhead. The rich surface and texture, the obvious quality of this 
fine paper lend themselves particularly well to banking correspond- 
ence. Strathmore Letterhead Papers are made to the highest stand- 
ards of craftsmanship. They give authority and character to any 
firm’s letterhead design, and add immeasurable dignity to its cor- 
respondence. Have your supplier show you samples of these papers. 


The First Pennsylvania Banking and Trust Company 
is the successor by merger to the business of several historical 
Philadelphia banks. Among them was the Bank of North America, 
the first chartered financial institution on the North American 
continent, which began banking operations in 1782. The First 
Pennsylvania recently joined with the First National Bank of 
Philadelphia, which in 1863 was issued Charter No. 1 under the 
National Bank Act. With its extensive facilities, The First Pennsyl- 
vania plays a leading role in the Delaware Valley’s economic life. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT 
THISTLEMARK BOND. ALEXANDRA BRILLIANT. BAY PATH BOND. STRATHMORE WRITING 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN. STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER, REPLICA 


STRATHMORE 


Makers of Fine Papers 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 
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rroRuaTion 
WANTED] 


The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. .. . Ed. 


Good Will Booklet 


e One of our clients, a savings and 
loan association, is looking for a 
booklet to be given away as a good 
will item for customers or to pull 
requests on its “good music” radio 
program. 

It should be in good taste and not 
cheap looking, although cover-stock 
or even self-cover would be okeh if 
tough and well-stitched; available at 
nominal cost and in relatively small 
quantities; exclusive for use in 
client’s industry, for this city; small, 
pocket size; unusual or new—and of 
general interest to men and women 
of all ages, even children and stu- 
dents; suitable for imprinted mes- 
sage, preferably entire back cover, 
and well-edited and authentic. 

In the desired new give-away, di- 
rect relationship to thrift or savings 
is not essential. Rather, we are look- 
ing for something of a general na- 
ture, preferably informative and 
educational to the extent that teach- 
ers would welcome copies for dis- 
tribution to their classes. 


JAMES C. KNOLLIN 
Knollin Advertising Agency, 
San Francisco 


Research on Fairs 


e I recently saw a reprint of an arti- 
cle entitled, “The Growing Impor- 
tance of Fairs as an Advertising 
Medium,” by James Joseph (Pg. 101, 
May °55, AR). 

This article interested me very 
much, since we recently have had a 
request from one of the large fairs 
in our state to work with it in setting 
up a research project to evaluate the 
reactions of persons attending the 
fair. 


Could you give me information on 





PARKAY 
GOES TO 


Each Quarter and then the Whole Pound 
Wrapped in Reynolds Wrap Aluminum Packaging 


The new Kraft’s Parkay package proclaims on its 

face its superior protection... “double wrapped in 
aluminum foil for freshness.’”’ And the package carries 

the seal that identifies Quality Protection on a fast-growing 
list of products... the Reynolds Wrap Aluminum 
Packaging Seal. This double wrap of Reynolds Aluminum 
is the ultimate safeguard for margarine . . . moisture-proof, 
air-proof, odor-proof, light-proof. And it’s a highly 
merchandiseable plus. It has instant consumer attraction... 
by its brilliant beauty and by its assurance of the 

utmost in healthfulness and flavor. 

There are big sales opportunities ahead for products that 
adopt the eye-appeal and quality protection of 

Reynolds Wrap Aluminum Packaging...with the Seal that 
tells its story. Call the nearest Reynolds Sales Office, or 
Reynolds Metals Company, General Sales 


Office, Louisville 1, Kentucky. Pe Ua DION 


QUALITY 
PROTECTED WITH \ 


Ta Leen Lt Ua 


POWERFULLY tm 
PROMOTED! =a 


es 
- 


The Reynolds Wrap Aluminum ~ a. 
Packaging Seal is consistently 
and powerfully promoted to 


the consumer...every month in full-page, 
full-color national magazine ads...every week 
on network TV...every minute, somewhere, 
in Reynolds store-wide “rainbow” displays 
of foil-packaged products. 


McCalls ETI 
Family Cele 


See “FRONTIER,”’ Reynolds great dramatic series, Sundays, NBC-TV Network. 
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Special GS} Reprints 
Now Available 


HOW TO 
ORDER 
REPRINTS 


16 * ar « May 


ADVERTISING COPYRIGHTS 
By Robert J. Burton 


201 .. A handy reference book containing reprints of all ten 
articles in AR‘’s popular ‘Advertising Copyrights’ series. The 
most complete and up-to-date reference on the subject of copy- 
right protection for all types of graphic art, the volume is a 
“must” for every adman’s library. 


$1.00 


HOW I SOLVED IT 


202 ... This 64-page book contains more than 125 selected 
‘How I Solved It’ items submitted by AR’s readers. You'll find 
many excellent ideas which can help solve your own problems 
with displays, art, direct mail, production records, packaging, 
exhibits, catalogs, printing, binding, radio and tv shows, etc. 


$1.00 


202 TIPS FOR DIRECT MAIL ADVERTISING 


172 ... A 16-page booklet reprinting AR'’s two special articles 
on direct mail advertising, each of which presented 101 tips for 
admen. Some of the nation’s top direct mail experts contributed 
tips in a special AR contest to add to a basic list prepared by 
Franklin C. Wertheim. (Reprinted from February and May 1955 
AR.) 


50¢ 


THE USE OF TAPE RECORDERS IN ADVERTISING 
By H. Jay Bullen 


177 . . . The tape recorder is rapidly becoming one of the most 
versatile tools used by admen. This reprint includes two special 
articles on the subject—'’The Use of Tape Recorders in Adver- 
tising’” and ‘An Adman’s Guide for Selecting a Tape Recorder.” 
(Reprinted from March and April 1955 AR.) 


50< 


HOW TO GET BETTER ADVERTISING PHOTOS 
By Errol Prince 


171 . . . AR’s two-part series of down-to-earth articles on adver- 
tising photography by Errol Prince, Director of Photography, The 
Cramer-Krasselt Co., Milwaukee, has been reprinted for handy 
reference. This guide offers many practical ideas for getting better 
advertising photographs. (Reprinted from April and May 1955 AR.) 


50¢ 


Please order all reprints by number, enclosing the exact amount 
in coins, stamps or checks. Send all orders to: Reprint Editor, 
Advertising Requirements, 200 E. Illinois St., Chicago 11, Ill. 
On orders of $1 or more, we'll be happy to bill you — smaller 
orders sent only upon receipt of payment. Special prices are 
available upon request for quantity orders. 


1956 


some of the research that has been 
done on sampling opinions of persons 
attending fairs? I shall be greatly 
obliged for your assistance. 


Morris W. H. Co.i.ins Jr. 
Associate Director, Georgia Cen- 
ter for Continuing Education, 
University of Georgia, Athens 


Wants “Utopian” Material 


e We are manufacturing decorative 
wall plaques for children’s rooms and 
are looking for a new medium with 
which to make them. The plaques are 
about 3s” thick and are die-cut to 
the actual contours of the paintings. 
We have been using chip board—die- 
cutting each layer separately and 
laminating the layers to make the 
proper thickness. The lithographed 
picture, die-cut to the same con- 
tours as the chip board, is then lam- 
inated to the build-up plaque. A 
die-cut hole in the back allows the 
plaques to be hung by nail or adhe- 
sive hanger. 

The material we are looking for 
should be available in 3s” thickness. 
It should be fairly rigid. We would 
like to die-cut the pieces out of the 
material so there would be one die- 
cutting operation per piece instead 
of cutting several and laminating 
them together. Another requirement 
is that this “Utopian” material be 
inexpensive. 

E. H. BrapLey 
Secretary, Angel Plaques, Nor- 
folk, Va. 


Mat Service 


e We are interested in an art service 
that will provide mats. The artwork 
we require is on any subject that can 
be used in either an electric or gas 
merchandise or institutional ad. The 
size of these ads are generally 3 col- 
umns by 4” or 2 columns by 6” al- 
though a larger size can be used. 

If you could supply us with the 
names of such art services it will be 
greatly appreciated. 

RAYMOND E. Donovan 
Copy Supervisor, The Connecti- 
cut Light & Power Co., Hartford, 
Conn. 


Projectors 


e Could you furnish us with a list 
of sources for a motion picture pro- 
jector and a slide film projector suit- 
able for continuous, automatic use? 
Raupx W. SHEEHY 
Riger & Sheehy, Binghamton, 

N. Y. 





WHY THIS OFFSET 


Before any skid of paper is unwrapped, wise 
pressmen check its moisture content. But 
more and more lithographers are learning 
that a big orange New York and Penn label 
invariably means offset paper moisture-con- 
ditioned for their pressroom...and ready for 
the press. Seeing that label, they évow that 
this is the paper that will stay free of waves or 
curl when the skid is opened under proper 
pressroom conditions. 

It isn’t just by accident that New York and 
Penn Offset maintains its just right-for-the- 
press quality. For one thing, this paper is 
manufactured so fibres ahgn with consistently 
excellent formation. Curl and expansion are 
minimized right at the start. Then it is custom- 


Pressman with moisture indicator 
checks relative humidity ‘built-in’ 
to New York and Penn offset 
paper to eliminate the ‘hanging’ 
of sheets before they are run. 


PAPER STAYS FLAT 


conditioned to the humidity you request, cut 
in a big new “weather-controlled” finishing 
room, and packed in moisture-proof wrappers. 

Finally, since New York and Penn mills are 
located right in the middle of the Nation’s 
largest printing markets, this paper reaches 
you faster, with less handling. Result: higher 
quality, less work for you. 

And are there other benefits to this offset? 
Yes! Color...opacity...bulk...economy... 
unusual ability to take folds, die-cuts and em- 
bossing — to mention a few. 

You can get your nearest distributor’s 
name by ’phoning MUrray Hill 6-6090. Or 
write New York & Pennsylvania Co., 230 
Park Ave., New York 17, N. Y. 


New York an d Penn 
tile Cre Fgoer Wlenigact 2204 


Super * English Finish © Eggshell * English Finish Litho © Offset * Music * Bond * Tablet * Duplicator * Mimeograph * Drawing * Imitation Press Board * and other specialty grades 


. . « for more details circle 622, page 105 





DISCOVER 
New Selling Tovis 
third annual 


NATIONAL 
SALES 
AIDS 
SHOW 


JUNE 11, 12, 13, 1956 
eee 


E sg eT LS SHOW, 
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HOW MUCH ARE 
YOU OVER PAYING 
FOR GLOSSY PRINTS 


59 East Illinois Street fj 
Chicago, Illinois * WHitehall 4-2930 1 


WRITE US OR CALL US TODAY 


aa ee eee eee ee ee ee ee 
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i SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Gets Custom-Look Cards 
At Single-Printing Cost 


While we wanted variety in a se- 
ries of five sales-promotion postcard 
mailings directed to a group of about 
200 special customers, we also want- 
ed to avoid the high production costs 
necessary for making each piece a 
separate and distinct printing job. 

Red-pencil markings done by our 
telephone operator in her spare time 
proved to be the answer to our prob- 
lem. 

We printed the entire quantity of 
1,000 postcards with the same mes- 
sage and layout, using a three-word 
teaser on both sides of the card. 

The first mailing was sent out ex- 
actly as printed, but the four subse- 
quent mailings were “dressed up” by 
marking the teaser phrase in red 
pencil the following ways: 


e a double check-mark in front of 
the teaser 

® an arrow pointing to the teaser 

e a double line under the teaser 

e acircle around the teaser 


The result was not only a “different 
look” for each mailing, but also a 
personal touch to each postcard—at 
a single printing cost. 
I. R. SussMAN 
The Middishade Co., Philadel- 
phia. 


Unwanted Radio Spots 
Erased by Ironing 


When we expanded the schedule of 
a radio transcription we had pro- 
duced, we faced the problem of dis- 
carding the promotion “spots” for 
a product we had formerly included 
in the announcements. 

To insure that the wrong an- 
nouncements would not accidentally 
be played, we decided to mutilate the 
bands that were not to be broadcast. 


We found that scratching through 
these bands with a sharp instrument 
was unsatisfactory. It was not only 
very slow and tedious but also pre- 
sented the danger of a careless slip- 
over into the bands that were to be 
broadcast. 

A soldering gun proved to be an 
easy and rapid tool for ironing out 
the unwanted spots, because no 
gouging or pressure was required. 

In addition, the mutilated bands 
were quite apparent to the naked eye 
and helped the radio station person- 
nel identify the announcements 
which they were to broadcast. 


J. Duncan Muse 
Tucker Wayne & Co., Atlanta, 
Georgia 


A Special Mailing Built 
Good-Will, Paid for Itself 


When we discovered that a special 
stamp was to be issued for the Soo 
Locks Centennial, June 28, 1955, we 
thought of trying a “first day” mail- 
ing as a special promotional effort for 
our company. 

Checking with our executive staff 
—none of whom are stamp fans—we 
got little enthusiasm but no objec- 
tions, so we sent out cards announc- 
ing the “first day” mailing to nearly 
4,000 names. On these, we asked for 
corrections in errors made in the 
addresses. 

The response surprised everyone. 
Corrections by the dozens came in— 
which, incidentally brought our 
mailing list up to date. Most surpris- 
ing, though, was the number of let- 
ters we received thanking us for our 
thoughtfulness. 

The mailing itself consisted of a 
single-fold stuffer on which we 
noted the occasion and a few lines of 
history on one page, with a little data 
on what our firm had accomplished 
in aerial mapping on the second. The 
envelope was a regular No. 10 with 





an aerial view of the locks from our 
files, and a notation reading: “Soo 
Lock Centennial, First Day Cover.” 
The good-will created by the mail- 
ing became apparent with the flood 
of letters received from important 
people in all walks of life thanking 
us for our efforts. Better still, was 
an actual order that proved large 
enough to pay for the whole project 
—the total cost of which was $327.54. 
The few letters that came back 
because of incorrect addresses not 
only gave us another check on the 
mailing list but also proved to be a 
bonus in employe-employer rela- 
tionship when we divided these spe- 
cial stamps among the philatelists 
in the company. 
WALTER X. BRENNAN 
Director of Public Relations, 
Abrams Aerial Survey Corp., 
Lansing, Mich. 


Plastic or Celluloid Strip 
Makes Handy Type Guide 


A handy and quick type reference 
—both for layouts and checking pur- 
poses—can be easily made from a 
strip of plastic or celluloid with holes 
punched at type-size heights. 

In addition, we use a strip with 
the most-used type heights on it 
(10 pt. through 72 pt.) as a guide for 
lettering in newspaper type heads 
and sub-heads. 

JAMES MATTHEWS 
Advertising Manager, Washer 
Bros., Fort Worth, Texas. 
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NATIONAL DISPOSER 
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NATIONAL 
DISPOSER 


Versatile 
vendor... 


Aisle display? Counter stand? 
Removable top section lets this 
H &D Display Stand serve either function... 
to sell your product anywhere. 


HINDE & DAUCH 


Subsidiary of West Virginia Pulp and Paper Company 


For FREE BOOKLET—’’How to Select Vending Displays’ — 
write Hinde & Dauch, Sandusky, Ohio. 
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neenah 


Says... 


what good is a good idea... 
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if nobody 
looks 


To make people look 
favorably on the ideas in 
your correspondence, use a 
fine rag bond by Neenah for 
your business letterheads. 
It’s a fact—the feel and 
appearance of the paper 
often tells the reader of the 
letter more than the words. 


me 


OY EE Z 


Sas SS aS a 
ae SA SA) 


Want help in recognizing 

the right letterhead for your 
company? Then ask your 
printer for a free copy of ‘The 
Right Letterhead for You.”’ 


neenah paper company 
neenah, wisconsin 





AUGUST 1956 
1-31 
National Sandwich Month . . . sponsored 
by all segments of the food industry and 
various mass media. Coordinator: Wheat 
Flour, 309 W. Jackson Blvd., Chicago 6. 


2-8 
National Relaxation Week . . . sponsored 


by Relaxation Club of America, 145 E. 
52nd St., New York 22. 


Friendship Day . . . sponsored by Hall- 
mark Cards, 2505 Grand Ave., Kansas 
City 10, Mo. 


14 
V-] Day 


19 


National Aviation Day . . . (presidential 
proclamation ) 


19-25 


National Denim Week . . . sponsored by 
the Denim Council, 375 Fifth Ave., New 
York 16. 


Rye Bread for Variety Week . . . spon- 
sored by International Bread Weeks, 333 
N. Michigan Ave., Chicago 1. 


Third Sales Aids Show 


To Have New Location 


The third annual National Sales 
Aids Show, scheduled for New York 
in June, will have a new location 
atop the Statler Hotel, according to 
an announcement made by the Ad- 
vertising Trades Institute, New York. 

The show is not open to the public, 
but is directed only to the specific 
interest of sales, merchandising and 
advertising executives and other 
buyers of sales promotional mate- 
rials and services. 

Over 10,000 visitors are expected 
by the Institute and the program 
schedule of 103 exhibits will present 
the latest advancements and uses of 
visual aids, displays, equipment, pre- 
miums, advertising specialties, 
graphic arts supplies, and other al- 
lied services. 

Guest tickets and exhibitor infor- 
mation are available. 


For your copy circle No. 517 on the 
Readers’ Service Card inside back cover. 





INTERNATIONAL COLOR GRAVURE, Inc. 
now OCCUPIES 3 FLOORS at 
39 West 60th St., New York City. 


By adding an entire floor, customers 


FIVE GWANERS P , needs can be served better than ever 


before in our enlarged plant. Produc- 
tion is keyed to the steadily increas- 


POOL _eae 
THEIR SKILLS EZ) / 
AND TALENTS.. (ae @f ..TO RENDER 
nana RELIABLE 


SERVICE 


JAMES 
V. 
INDIVERI 


SKILLED PERSONNEL...modern facilities...and 

the latest in equipment—each is vital to the operation of any 

service business. All are always available at INTERNATIONAL COLOR GRAVURE 
and at SUPERTONE. In addition, clients of both companies have the 

benefit of the energy, enterprise and faith of the five partners who 

continually cooperate in directing and managing their organizations. 


The five owners, since 1945, have been pooling their technical knowledge and 
wide practical experience in rendering dependable service for reproduction 
in monotone gravure and in preparing color positives. 


One of the partners, JAMES V. INDIVERI, is in charge of the SUPERTONE 

plant because of his specialized experience in the monotone field of gravure. In his youth 
he devoted several years to the formal study of art. He is a member of the photo- 
engravers’ union and has earned a reputation in the gravure industry where, for more 
than 25 years, he has been a photographer, monotone retoucher and technician. 


His background, as well as those of his partners, explains why so many clients count on 
INTERNATIONAL and SUPERTONE for reliable rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 


* fi SPECIALIZING IN COLOR 

39 West 60th St. & 
NEW YORK 23, N.Y. WC. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 


480 Lexington Ave. 


SUPERTONE, INC. ‘ew york 17. nN ¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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QUALITY 


An unbeatable combination, FORTUNE, VENUS and 
HELLENIC WIDE inspire the confidence that comes only 
with quality. The quality of Bauer is assured—for more 
than 100 years known the world over for the manu- 
facturing of fine types. 


B 
For complete specimens call your nearest 
Bauer Type dealer or write on your letterhead to: 


BAUER ALPHABETS, INC. 
235 East 45th Street * New York 17, New York, VAnderbilt 6-1263 


Set in Fortune, Venus Extended and Hellenic Wide 
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i # 25 or 
ch in lots © 
$1.50 aa plus $15 setup. 
= i ts of 25 OF 
= each in lo "25 ot 


16x20,$5.29 wpe set more. 


ann tial 
Smaller quantities * 

Sizes 4x5 to 20 x24 from any 

transparency 

Every job fully mas 


corrected. “a 
Matte, semi-matre 


He Fidelity 
DYE TRANSFER 


ilable 
tural color prints now aval 
a orders up to 50 prints in 


48 HOURS on 15s 


of transparency: 


from receipt 24 hours 


Most orders shipped in 
or less. 
Larger orders 


glossy finish. 


ittle longer. i 
take @ li Send for Price List 


1618 N. Vancouver 
¢ © LOR Portland 12, Ore. 
Tel. AT 2-3256 
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or ADMEN 


e Encyclopedia of American Asso- 
ciations, Gale Research Co., Colum- 
bus, Ohio, $15 . . . More than 7,000 
trade, business, professional, scien- 
tific, labor, social welfare and fra- 
ternal organizations are listed in this 
new directory. The book is arranged 
alphabetically by “key word” and in- 
cludes the address of the headquar- 
ters, name of executive secretary or 
principal officer, number of staff 
members, year founded, number of 
local groups, and a general descrip- 
tion outlining membership and pur- 
pose of the group. Two supplemental 
sections are provided with the basic 
volume. Section I lists subject and 
functional groupings such as drug, 
food, textile, wholesale trade, vet- 
eran, legal, Negro and educational 
categories. Section II, to be issued 
semiannually, is a list of new organ- 
izations, changes of address and de- 
letions. 


e Practical Paper Technology, by 
William Bond Wheelwright, 116 
pages, Callaway Associates, Boston, 
$1.75. . .. This new pocket edition of 
a basic paper textbook explains in 
clear, nontechnical language how to 
select paper for letterpress, offset 
and intaglio printing. The author 
provides a brief sketch of paper his- 
tory and then discusses the essential 
facts of its composition and manu- 
facture. He stresses that paper should 
be judged according to suitability 
for its intended use. The book also 
contains considerable information on 
printing, binding and converting as 
they affect paper. A_ bibliography 
and paper quiz form the appendix. 


e Technical Illustration, 92 pages, 
Higgins Ink Co., Inc., $2.50. . . . Art- 
ists, draftsmen and others interested 
in mechanical drawing will find this 
a clearly written sourcebook of facts 
on three-dimensional and perspec- 
tive drawing, lettering standards and 
the correct use of drawing inks. The 
last third of the book details ren- 
dering techniques such as stipple 
shading, scratchboard, Craftint, air- 
brush, wash and phantom views. 
Bryan Smith, engineering illustrator, 
demonstrates each method in step- 
by-step thumbnail sketches. A dis- 
cussion of visual training aids—wall 
charts, color transparencies and 
slides—rounds out the book, first 
published in 1953. 





a 
MINUTES 


now this Plastiplate 1s ready for the press! 


Slash offset plate-making time with Pre-sensitized Photospeed Plastiplates. 
You need only a few minutes to “burn” the negative into the Plastiplate with a 
Plastiphoter or arc lamp, then just de-sensitize ...and you’re ready to print. No 
messy, complicated chemicals to bog down your printing schedules. 


Plastiplates give you more than speed — their patented plastic surface means crisp 


linework, rich halftones. Rugged too. They absorb the roughest treatment 
without picking up scratches. 


See for yourself! Write for free samples of Pre-sensitized Plastiplates to 
Remington Rand, Room 1525, 315 Fourth Avenue, New York 10, N.Y. 


oa 
Remington. Fband DIVISION OF SPERRY RAND CORPORATION 
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ANOTHER FIRST! 


AND 


We now step and 

repeat negatives accu- 

rately to the split thousandth 

of an inch in one or multiple colors — squared, 
staggered, or overlapping. The result is a finished 
set of plates that will save you time and money 
in both makeup and register. 


NORTHWESTERN 


PHOTO-ENGRAVING CO. 


328 SOUTH JEFFERSON STREET 
CHICAGO 6, ILLINOIS 


PHONE ST 2-3939 


Radio dispatched 
pickup and delivery 
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. you get ‘em every time with signs and dis- 
plays by Burwood! Just tell us your problem and 
show us your product. We'll design a point-of- 
purchase piece or plaque to meet your needs and 
move your goods. We'll also produce it and ship 
it—in any quantity. 

SUCH A RANGE OF FINISHES! The Corby’s cash 
register sign is injection molded, hand decorated 
—the Travelers’ plaque is compression molded, 
wood grain finish —the Curity nurse is a com- 
bination of both techniques. You should see our 
complete range, sometime! 

AND THE PRICE IS SO RIGHT! With all our mold- 
ing and finishing facilities under one large, 
modern roof . . . and with our extra-low make- 
ready costs in your favor ... you get a three- 
dimensional, expensive-looking sign, plaque or 
display at a unit cost that’s hard to believe. 


Bs) 


2 , > a 
eres 


Interested? 
Just write us or call. 


RBVRWOO PRODUCTS COMPANY 
Traverse City, Michigan 
463 W. 57th St., New York 19, N.Y. * 6535 3rd Ave., Detroit 2, Mich. 


* Conway-Ruck, 15 E. Grand Ave., Chicago 11, Ill. 
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Conventions 


APRIL 


25-26 . . . Intl. Assn. of Electrotypers & 
Stereotypers, Inc., Hotel New Yorker, New 
York 

26-28 . . . American Assn. of Advertising 


Agencies, The Greenbrier, White Sulphur 
Springs, W. Va. 


MAY 


6-8 . .. Magazine Publishers Assn. Inc., The 
Greenbrier, White Sulphur Springs, W. Va. 


7-9... Technical Assn. of the Graphic Arts, 
8th annual meeting, Edgewater Beach Hotel, 
Chicago 


9-11... Research & Engineering Council of 
the Graphic Arts Industry Inc., 6th annual 
meeting, Edgewater Beach Hotel, Chicago 


10-12 . . . Lithographers Natl. Assn., Drake 
Hotel, Chicago 


14-16... Natl. Newspaper Promotion Assn., 
26th annual convention, Hotel Cleveland, 
Cleveland 


16-19 . . . Natl. Paper Box Manufacturers 
Assn., Mark Hopkins Hotel, San Francisco 


20-23 .. . Natl. Industrial Advertisers Assn., 
34th annual conference, Palmer House, Chi- 
cago 


24-27 ... Associated Business Publications 
Inc., annual spring conference, The Home- 
stead, Hot Springs, Va. 


JUNE 


4-6 ... Natl. Sales Executives Inc., sales 
equipment fair, Conrad Hilton Hotel, Chi- 
cago 


10-13 . . . Advertising Federation of Ameri- 
ca, Philadelphia 

11-13... Natl. Sales Aid Show, Hotel Stat- 
ler, New York 

11-15...Society of the Plastics Industry 
Inc., 7th Natl. Plastics Exposition, New Coli- 
seum, New York 


14-15...Natl. Wooden Box Assn., Santa 
Barbara Biltmore, Santa Barbara, Cal. 


20-26 ... American Marketing Assn., spring 
meeting, William Penn Hotel, Pittsburgh 


24-27...Engraved Stationery Manufactur- 
ers Assn. Inc., Blaney Park, Mich. 


24-28... American Newspaper Classified 
Advertising Managers Assn., 36th annual 
convention, Long Beach, Cal. 


JULY 


8-10... American College Public Relations 
Assn., Greenbrier Hotel, White Sulphur 
Springs, W. Va. 


22-27 ... The Photographers’ Assn. of Amer- 
ica, Conrad Hilton, Chicago 

AUGUST 

26-28 ...Mail Advertising Service Assn. 
Int., Drake Hotel, Chicago 

SEPTEMBER 


5-8... Intl. Assn. of Electrotypers & Stereo- 
typers Inc., Lake Louise, Alberta, Canada 


10-13... Premium Advertising Assn. of 


America Inc., Hotel Sheraton-Astor, New 
York 





LETTERPRESS color printing by Clement saves the customer 
money as well as worry. work and waste. One secret is custom 
distribution tailored to the specific needs of each customer. 
The new customer will find an efficient distribution system 
already set up at Clement—the result of solving many similar 
problems. For example. by giving careful study to a cus- 
tomers problem, Clement trafic men often save him thou- 


sands of dollars in distribution costs. 


This kind of “penny pinching” is another example of 


Clement's unique customer service. Distribution is fast and 
sure — when and where specified locally or throughout the 


48 States. Yet Clement printing costs no more. 


| =e 


> 
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5 LORD ST., BUFFALO, N.Y 245 ERIE ST., BUFFALO, N. Y. 


J. W. CLEMENT CO. 


MANUFACTURERS OF QUALITY PRINTING 


Executive Offices & Plant: 
8 LORD STREET, BUFFALO 10, N. Y. 


5201 SOUTH SOTO ST 


Sales Offices: 
Graybar Bldg., New York, Fisher Bldg., Detroit 


Subsidiaries: Pacific Press, Inc., Los Angeles, 
Phillips & Van Orden Co., San Francisco 


. LOS ANGELES, CAL 


BRANNAN $1 


SAN FRANCISCO, CAL, 





You can rely on 


the experience, 


sound business 
methods, 
artistic taste and 
service delivered 
to their customers 
by any of the 
A.T.A. members 


For further information contact 


the member nearest you or 


Advertising Typographers 
Association 


of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1 
GLENN C. COMPTON, Executive Secretary 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ALBANY, N. Y. 
Composition Corporation 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc, 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK,N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service. Inc. 
Central Zone Press, Inc 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Linocraft Typographers, Inc 
Master Typo Company 

Chris F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co, 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’s 
SYRACUSE, N. Y. 

Syracuse Typesetting Co., Iric. 
TORONTO, CANADA 

Cooper & Beatty Limited 
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How thorough planning licked a demanding deadline problem which required turning 
out all materials for a complete national advertising campaign in just six weeks. 


Hamilton Mfg. Co., Two Rivers, 
Wis., pioneer manufacturer of auto- 
matic home laundry equipment, re- 
cently staged its most successful sales 
meeting in history. 

Why “most successful?” 

At the end of the two-day meeting 
held in Chicago, Hamilton’s distribu- 
tors ordered every automatic washer 
and clothes dryer the company had 
planned to make in the first quarter 
of 1956—and still wanted 25°. more! 

The excitement didn’t stop there. 
Orders continued to rush in. A few 
weeks after the meeting Hamilton 
again revised its production schedule 
upward. And, say company officials, 
they'll be happy to keep revising it. 


> Behind this dollars-and-cents tan- 
gible result lies the story of an inten- 
sive six-week preparation for the 
sales meeting . . . preparation which 
included producing a complete ad- 
vertising and promotion campaign in 
whirlwind time. 

There was good reason for whirl- 
wind time. Hamilton normally has its 
next year’s design ready in late sum- 
mer, but due to supplier difficulties 
in making new parts, the 1956 design 
could not be fixed for many precious 


weeks. It was mid-November before 
a product introduction timetable 
could safely be established. 

This created a double dilemma. 
Could Hamilton have _ production 
units ready for display at the Janu- 
ary market (the customary place to 
introduce new major appliances)? 
Also, could the advertising and pro- 
motion—an entire year’s program— 
be completed in these same six short 
weeks? 


> Hamilton called in its agency, The 
Brady Co., Appleton, Wis., explained 
the situation and asked: “We don’t 
suppose you could possibly develop a 
complete campaign on our new line 
between now and our sales meeting 
Jan. 4—before the winter market? 

“We believe we can have produc- 
tion units ready in January. But 
we're determined not to show our 
new line until it’s accompanied by 
a complete promotion program. If 
you can be ready in time, fine. If 
not, we'll cancel the January meet- 
ing and settle for introducing the line 
in February or March.” 

After discussing the scope of the 
program, The Brady Co. said it could 
be done. 


Hamilton and its agency immedi- 
ately formed a task force to execute 
a “crash” program of advertising, 
promotion and sales meeting plan- 
ning. Hamilton representatives in- 
cluded Chuck Rippe, Home Appli- 
ance Division sales manager; Dave 
McDermand, divisional sales promo- 
tion manager, and Clem Ketchum, 
advertising manager. 

The Brady group was spearheaded 
by Bob O’Brien, executive vice pres- 
ident of the agency and Hamilton 
account supervisor; Dick Schmidt, 
his assistant; Gordon Fisher, v.p. and 
senior art director, and Bill Fulton, 
production manager. 

Agenda for the sales meeting, the 
task force decided, should include 
introduction of the new 1956 home 
laundry line, presenting full details 
of a new and more liberal marketing 
plan for distributors, showing Ham- 
ilton’s greatly expanded advertising 
and promotional programs. 


>To create the right impression on 
Hamilton’s distributors and _ sales 
force, a 16-point promotional cam- 
paign was devised—all of which had 
to be ready for showing Jan. 4. Here 
is that “tall order” in detail: 


May 1956 ¢ ar ¢ 25 





mn 
1. The finished product 2. Printing the pages 


ste Py 


6. Trimming 7. Embossing covers 


Inserting plastic combs 10. Pasting end sheets . Pasting tip-ins 


12. Inserting material into pockets 13. Applying nameplates to covers 





3. Die-cutting pockets 4. Folding 


Producing a Printed Spectacular . . . One of the key items in 
Hamilton’s promotion program was the gold presentation port- 
folio (1) which told the complete story of the campaign. These 
pictures, taken at Worzalla Publishing Co., Stevens Point, Wis., 
show the many steps required to turn out a_ presentation 
book of this nature. Worzalla produced 250 copies. Thanks to 
thorough planning by Hamilton and its agency, the high quality 
promotion piece was available right on schedule, even though 
many special production operations were required. Basic oper- 
ations included: (2) printing the sheets on offset presses. 
Pockets were then die-cut (3) on a cylinder press. Next came 
folding (4) and gathering all material into book form (5). 
After assembly, sheets were trimmed (6). Meanwhile, grain 
was being embossed (7) on the gold leatherette cover. Sheets 


PTL 


iain 


5. Gathering 


were punched (8) to fit plastic binding and plastic combs were 
inserted (9) into the punched sheets. End sheets, or fly leaves, 
were pasted (10) and the book was cased into the cover. The 
next operation, not shown in these photographs, was placing 
the books between press boards and ‘‘seasoning’’ them overnight 
to make sure that the covers adhered to the body of the book. 
After binding, tip-ins were pasted into the book (11) in a 
three-stage operation: glueing the pictures, placing them into 
position, and rubbing them down to remove wrinkles. Next, 
full-line folders and spec sheets were placed in die-cut pockets 
(12). Final operation (13) was pasting the Hamilton logo 

actual metal nameplates used on Hamilton dryers—on the 
covers. Each copy was individually wrapped and the lot was 


1. Four-color consumer ad for na- 
tional magazines. (Hamilton uses 
The Saturday Evening Post, Ameri- 
can Home, Better Homes & Gardens, 
Time and Sunset.) 


2. Three black and white trade ads 
(the beginning of a 50-page program 
in Retailing Daily). 


3. Two-color trade ad (Electrical 
Merchandising, NARDA News, Chi- 
cago Market News). 


4. Four-color, four-page ad insert 
(Electrical Merchandising ). 


5. Four-color, full line folder for 
consumers (for dealer mailing to 
prospects). To save costs and time, 
this piece was basically the same as 
the above ad insert. Pages one, two 
and three were used intact; page four 
became a self-mailer with consumer 
copy. 


6. Four-color, full line folder for 
distributor-to-dealer broadside. 
Pages one, two, three of the above 
pieces were used intact again; page 
four became a_ self-mailer with 
dealer copy. 


7. Two pickup folders, printed four 
colors on both sides of a 1312x614” 
sheet, folded twice to make eight 


33x64” pages. Both folders were 
run together on a 52” press sheet, 
with a resultant saving on per unit 
cost. 


8. Seven specification sheets, one for 
each model in the new lines. 


9. Merchandising kit for dealer use, 
containing 62x20” wall or window 
streamer, 2134x29” giant ad blowup 
and 2114x24” shadow box ad easel 
display. Entire kit was packed to- 
gether as one unit, for easy mailing 
by distributors to their dealers. Mail- 
er was designed to fit 72” parcel post 
size limit. These three pieces -— 
streamer, ad blowup, ad easel—were 
main components of the dealer pro- 
motion. All were to be used together 
and so were packaged together. Also, 
this eliminated bothersome repack- 
ing by distributors. 


10. Newspaper mat service, with 21 
different ads plus product feature 
spots and logotypes of various sizes. 
Ads ranged from 108 column inches 
(6 col. x 18”) to 10 column inches 
(one col. x 10”). 


11. Television film package. Three 
50-second spots and one 20-second 


spot. 


12. Two full-color billboards, one on 


picked up by the agency. 


washers and dryers and the other on 
gas dryers only. (The gas billboard 
incorporated the American Gas Assn. 
flame logo.) 


13. Gold 1212x18” presentation port- 
folio for distributors. (This became 
a bound leatherette book, with hid- 
den ring binder and double padded 
cover. It featured the Hamilton 
nameplate glued to a black panel on 
the cover and it contained samples 
or copies of every component in the 
1956 promotion program. Only a two- 
color printed job, full-color was 
achieved by pasting in trimmed cop- 


ies of spec sheets, miniature maga- 
zine covers and by using die cut 
pockets to hold other full-color ma- 
terial—pickup folders, full line fold- 
ers, etc.) 


14. Publicity kits for distributors 
and press, including photographs, 
fact sheets, women’s page stories and 
business page stories. Publicity was 
sent out in advance of the meeting, 
trade editors attended the meeting, 
distributors’ home town dailies were 
notified and complete press kits were 
mailed to distributors for use in their 
local markets immediately after the 
meeting. Press kits were also handed 
out to trade and newspaper editors 
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The End Product . . 


f 
soar) 


. This sampling of Hamilton’s promotion material helps to indicate 


the scope of the problem which faced the agency when the six weeks’ deadline was 
okayed. Shown here is the mat service book, spec sheets, trade ads, full-line folder, 
shadow box ad easel display, consumer ad and pick-up folder. 


at Hamilton’s press showing. Dupli- 
cate copies of the kits were mailed to 
business papers, consumer maga- 
zines and metropolitan dailies. 


15. One color literature folder, a 
9x12” four-page French-fold die-cut 
piece. This folder, distributed at the 
winter market, contained spec sheets, 
photographs, pickup folders, full line 
folders and was also used as the pub- 
licity kit folder. Die cut pocket on 
inside spread held literature in place. 


16. Four-color product display, with 
flashing lights, for dealer point-of- 
sale use. Display carried out “Touch 
and Go Controls” theme of national 
advertising. It was designed for 
mounting directly on a matched 
washer and dryer. 


>How did The Brady Co. go about 
filling this “tall order?” 

Since the agency had handled four 
other new line introductions for 
Hamilton, a success pattern had been 
established. In this case, the agency- 
account team .. . anticipating the 
problem before getting the client’s 
official green light . . . had developed 
a catalog of ingredients which it felt 
should go into the new laundry line 
introduction. These ingredients be- 
came the just-listed 16-point pro- 
gram. 

Brady’s next step was to give 
Hamilton a development estimate for 
the entire job, including layout, copy 
and production costs. This was ap- 
proved. , 

Then the agency account group 
met to create an interlocking time- 
table on all jobs. For example, the 
gold presentation book was a key 
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assignment, but it had to be held up 
until other materials — spec sheets, 
giant ad blowup, etc.— were com- 
pleted, since they were to be incor- 
porated in the book. 

So the production schedule first 
had to be devised, then revised to 
make all the pieces interlock. 


> Scheduling these jobs in relation to 
each other helped eliminate con- 
fusion, since everyone in the agency 
who would ultimately be involved 

. writers, artists and production 
staff . . . developed the production 
requirements jointly. A tolerance of 
only 24 hours was permitted for each 
job, which was observed by both the 
agency and its suppliers. To help 
smooth the way, exact details were 
given on each purchase order issued 
to suppliers: how many copies of the 
job were to be shipped where and 
when (suppliers supplied each other, 
with clearance in most cases made at 
the supplier’s shop by the agency); 
complete shipping instructions (best 
route and shipper). 

Job priorities were also established 
at this production planning session, 
and work began Nov. 18. On all 16 
projects, many of which had several 
elements, copy was written, layouts 
and comps prepared, proofs checked, 
finished work accepted and made 
ready for presentation at the sales 
meeting. 

While simultaneously engaged in 
the creative end, the agency account 
team returned to Hamilton to assist 
with the staging of the national sales 
meeting . . . a separate and critical 
assignment. Prior to this get-togeth- 
er, Hamilton officials had decided on 


the broad content of the sales meet- 
ing and also who should handle 
which speaking chores. So now Ham- 
ilton delegated to the agency the job 
of producing a detailed meeting plan. 
This plan covered everything . 
selection of hotel, staging, scripts, 
timing, entertainment, music, even 
down to picking the models (one of 
the most pleasant tasks!) who would 
introduce the new laundry equip- 
ment. 


> By granting the agency the major 
responsibility for putting on the sales 
meeting, Hamilton freed itself for 
the not-inconsiderable job of devel- 
oping its new sales program 
quotas, budgets, allocation of key 
market funds to distributors, 
strengthening and realigning of its 
sales force, sales training and sales 
control systems. 

Adding this sales meeting assign- 
ment kept the agency, one account 
man recalls, “from running out of 
things to do.” 


> The original timing on the 16-point 
promotional program had been a 
day-by-day affair. Toward the end 
of the six weeks, it became hour-by- 
hour. Private cars, chartered air- 
planes, trains, buses, truck freight, 
taxicabs ... as well as the U.S. mails 
. were used to get proofs from 
suppliers to the agency and back 
again. 
The entire job, which had seemed 
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Jn recognition of the extrasdimary services rendered in 
preparing al! of the clements for the successful prescn- 
tation of the 1950 Hamilton Home Laundry Line at 
the Distributer Sales Mecting held at the Edgewater 
Keach Hotel. Chicago, Jilimeis, ou Jaumary 5, 7°50 
this Certificate of Appreciation is hereby awarded to 


RADY COMPANY, IN 


by Hamilton Manufacturing Company. Two Rivers 
Wiscousin. this Ist day of February, 1956. 


: 
2. rh atte “Daring 
Pe ? ye 


nce me. 


J) Celene, 


tHlamilton: ~~ 


Unique Testimonial . . . No matter how 
successful a campaign might be, it is 
seldom that the client offers any tangible 
evidence of its appreciation—other than 
paying the bills and saying a few ‘‘thank 
yous.’’ Not so with Hamilton, however. 
Following the successful sales meeting, 
the company surprised its agency with 
this ‘Certificate of Appreciation . . . in 
recognition of extraordinary services ren- 
dered.” 
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Sales Meeting Drama . Part of the 
promotion package developed by The 
Brady Co. for Hamilton was an order- 
producing sales meeting. Here Dave Mc- 
Dermand, Hamilton sales promotion man- 
ager, with the assistance of a pretty model, 


displays the national advertising program 
for 1956. 


monumental to both Hamilton and 
Brady at the beginning, fell care- 
fully into place .. . but only as the 
result of detailed planning and co- 
ordination within the agency and 
maximum cooperation from  sup- 
pliers. 

“Our suppliers did a magnificent 
job,” says account supervisor Bob 
O’Brien, looking back at the six- 
week stint. “Any one of them could 
have jammed our program com- 
pletely by failing to do his assign- 
ment. But they all delivered on 
schedule, even when we were forced 
to shorten their working time. And 
remember, much of their work came 
at their peak season — right before 
Christmas and throughout the holi- 
days.” 


>O’Brien and Brady production 
manager Bill Fulton single out the 
following 11 firms for special praise: 


e Johnson Printing Co., Eau Claire, 
Wis. which printed the four- 
color, four-page ad insert and varia- 
tions, the pickup folders and specifi- 
cation sheets. (A three-week job 
finished in one week.) 


e Worzalla Publishing Co., Stevens 
Point, Wis. .. . which printed, bound 
and made the cover of the presenta- 
tion portfolio for distributors. This 
included two-color printing on 10 
double pages folded once for pocket 
die cuts, paste-ins of 16 literature 
illustrations. Book is gold plastic 
leather with dark gray overtone and 
double padded cover. Binding is hid- 
den plastic so book will open flat. 


e Faithorn Corp., Chicago... which 
prepared the four-color engravings 
for the national ad, trade ad engrav- 
ings, black and white reproduction 
proofs and progressives for offset 





lithography blow-ups. Work com- 
pleted in less than a week after re- 
ceipt of final art. 


e Castle-Pierce Printing Co., Osh- 
kosh, Wis. . . . typography for pres- 
entation portfolio and preprints of 
national ads. 


e Graphix Corp., Milwaukee 
shadow box ad easel and corrugated 
shipper. Ad easel has two colors and 
is die cut for shadow box effect. 
Four-color national ad reprint pasted 
in, easel on the back. Holes were 
punched in the easel for possible 
wall use. 


e Winnebago Corp., Menasha, Wis. 
. .. prepared four-color national ad 
blow-ups from black and white re- 
production proofs, literature folder. 


e Northwestern Engraving Co., 
Menasha, Wis. . . . offset negatives 
for national ad blow-up, trade ad 
and mat service engravings and mat 
service portfolio. 


e Serigraph Sales & Mfg. Co., West 
Bend, Wis. silk screened and 
folded three-color 62x20” streamer. 


e Whitaker-Guernsey Inc., Chicago 





for 


your 
Idea 
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. illustrations and color retouch- 
ings. 


e Felix Palm & Associates, Chicago 
... prepared 4’ outsize comps of two 
four-color billboards and figure illus- 
trations. 


e Kling Studios, Chicago .. . televi- 
sion spots and vital assistance in 
staging distributors’ meeting. 


> The complete promotional program 
was presented to Hamilton’s field 
sales force on Wednesday, Jan. 4, a 
dress rehearsal for the national dis- 
tributors’ meeting the next day. 
(Each meeting, incidentally, took 
only 34% hours—a fact deeply appre- 
ciated by chair-weary salesmen and 
distributors accustomed to two and 
three solid days of sitting.) 

Highlight of the sales meeting was 
a psychiatrists’ skit, involving a woe- 
begone distributor and two “doctors.” 
Hamilton’s new sales program and 
new products solved the distributors’ 
problems of “product paranoia” and 
“promotional psychosis.” 

All-in-all, the entire promotion 
program was an outstanding success, 
thanks to careful planning and close 
agency-client cooperation. 44 


In reviewing the production of elements involved in the Hamilton 
campaign, Bill Fulton, Brady Co. production manager, listed for 
AR some tips to be passed along to other production managers 
faced with similar problems. Here they are, all set to be clipped 
out and included in your idea album. 


COLOR RETOUCHING 


@ When color retouching is required, retouch a dye transfer rather 
than a transparency. These benefits accrue: results are more pre- 


dictable; retouching can be done faster and, therefore, more 
economically; original can not be damaged which provides a 
safety factor and eliminates reshooting. This is especially im- 
portant when the same color art is to be used on several different 


jobs. 


GIANT AD BLOW-UPS 


black-and-white reproduction proofs of each of the four color 
plates. Then have these proofs blown up by your lithographer to 
specified size, dot for dot. 


“FREE” COLOR 


e Make more extensive use of four-color reproductions by “‘trim- 
ming them out.’ Particularly suitable for small quantities, 2,000- 
3,000 or less. Use paste-ins for presentation books, sales manuals, 
sales kits, etc., to get a four-color effect without paying for a 
four-color printing job. Also cheaper than getting color prints. 


AD MAT SERVICES 


e On ad mat services, eliminate extra negatives and stripping 
combinations by pasting up engraver’s proofs and have lithog- 
rapher shoot a dot-for-dot line negative. 
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Spacious . . 


. Artist’s cutaway sketch shows interior layout of Philips-Ramsey building. 


Planned for creative convenience, interior walls are sound-proof. 


Nice Place to Work 


Agency Designs Building 
To Meet Special Needs 


Designed specifically to meet the 
special professional requirements of 
an advertising agency, the new office 
building just completed at San Diego 
for the Phillips-Ramsey Co. provides 
what are probably the most nearly 
perfect working quarters of its kind 
in Southern California. 

The contemporary style $28,750 
one-story structure, located on the 
northeast corner of Third Ave. and 
Ivy St., was designed by Richard 
George Wheeler & Associates, na- 
tionally known West Coast archi- 
tects who also happen to be clients 
of the Phillips-Ramsey Co. 

Robert F. Watson, general con- 
tractor, incorporated many San 
Diego-made products into the build- 
ing, which cost only $12.50 per square 
foot to construct. 

Planning for the new building, 


All This and Patios, Too . 
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. . California redwood, concrete block 
and stucco form harmonious exterior highlighted by twin patios. 


which extended over a period of sev- 
eral years, followed an exhaustive 
study of offices occupied by promi- 
nent advertising agencies through- 
out the U. S. 

The unique office building which 
Wheeler designed, as a result of this 
study, has numerous outstanding 
features comparatively new to this 
type of structure. 


>Located mid-way between the 
downtown San Diego area and the 
city’s north industrial section, the 
site of the office was selected by 
Wheeler and agency executives to 
provide easy accessibility to the 
building, as well as ample off-street 
parking facilities for clients and em- 
ployees of the firm. 

The building’s 3,400 square feet of 
floor space, of which 2,300 square 
feet are usable for office purposes, 
are occupied by the agency’s 15 staff 
offices, reception and conference 
rooms and clerical, production and 
art departments. 

A design highlight of which agency 


executives are particularly proud is 
the manner in which the landscaping 
has been integrated with the interior 
architecture to provide beauty along 
with functional values. 

Floor to ceiling glass walls offer 
an unobstructed view of the twin 
patios from both reception and con- 
ference rooms, and jalousie louvred 
windows, interspersed with station- 
ary glass windows, provide diffused 
daylight in all of the agency offices. 


> Concrete slab floors are laid on a 
self-supporting mat, or floating foun- 
dation. The floors were then covered 
with asphalt tile, which in some areas 
is covered further with attractive 
carpeting. 

The building is insulated through- 
out with rockwool and is heated by 
gas-fired wall heaters. 


Acoustical ceilings are used in the 
hall, and glass panels and glass slid- 
ing doors are featured, together with 
corrugated plastic panels of flat Al- 
synite. Walls are frame with stucco 
and masonry finish and with painted 
pine used as the interior trim. Red- 
wood was used for exterior trim. 


“We even installed a sink and re- 
frigerator at one end of the hall,” 
explains W. L. Phillips, chairman of 
the board, “so that all of us on the 
staff could have coffee breaks with- 
out having to leave the building.” 


The conference room was designed 
to provide a variety of conveniences 
for both agency employees and cli- 
ents. Built-in motion picture, tele- 
vision and radio facilities are 
available for media and sales pres- 
entations. 

Occupancy of its own building is 
a milestone for the Phillips-Ramsey 
Company. Founded in 1928, the 
agency has been a partnership of W. 
L. Phillips and Charles C. Ramsey. 
Last April the agency was incor- 
porated. 44 


Plantings of tropical flowers and olive, jacaranda and eucalyptus 
trees are planned for the future. 





a system for 
controlling 


PRINTING 
COSTS... 


By Frederic Kammann 
President 
Kammann-Mahan Inc. 
Cincinnati, Ohio 


We are told that the annual bill 
for commercial printing runs over 
$1%2-billion, not including publica- 
tion and government printing. In our 
experience of preparing materials 
and specifications for a good many 
millions of dollars worth of business 
printing we have heard one con- 
stantly repeated statement from nu- 
merous artists, typographers, print- 
ers and other graphic arts specialists. 
The statement, “If we could get all 
of our jobs properly organized and 
planned we could save our customers 
at least 10% of their job costs.” 

Your conscientious printer consid- 
ers overtime work a headache. Up- 
setting work schedules is costly. His 
workmen don’t like it. Explaining 
the extra charges is a nuisance. Ac- 
counting for extra costs of avoidable 
alterations, re-setting, corrections— 


lt 
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Want to cut 10% off your printing bills? you can do it by applying this 
practical system which has been proved by actual application. 


more annoyance; and good will is 
often jeopardized. So the average 
10% premium on poorly planned 
printing jobs is as distasteful to the 
craftsman as to the customer. 

Add other disadvantages to the 
money wasted by inadequate plan- 
ning. They extend in all directions: 


e Creative and preparatory work... 
less sure-footed, fuzzy, slower. 

e Assembling data and materials... 
haphazard, awkward, delaying. 

e Production schedules . . . uncer- 
tain, undependable. 

e Estimates and quotations .. . in- 
complete, inaccurate, slow. 

e Clearances and approvals... care- 
less, delayed. 

e Supplier contacts . 
time consuming, disrupting. 
e ...and others. 


wasteful, 


> Out of this confusing situation de- 
veloped a method of planning print- 
ing that has proved highly satisfac- 
tory. It recognizes, first, that the 
individual who gathers and prepares 
materials for printing jobs is often 


not the individual who writes job 
specifications and supervises produc- 
tion. You have the creative work in 
one case, and mechanical production 
in the other. This method seeks to 
bring them into effective adjustment. 

Saving money is only one of the 
important advantages of systematic 
planning. Every printing job has a 
purpose. 


1. Good planning increases the pro- 
ductiveness or usefulness of printing 
at work. 

It is more impressive. It interests 
more people. It generates conversa- 
tion. It gets passed along. It makes 
more sales. Or it serves its utility 
purposes better. More than just pa- 
per with ink spread on it, it becomes 
a vital, moving, active, effective 
force. 

2. Good planning gives printing 
timeliness in use. 

It goes to work on time. It hooks 
up with related events and activities. 
It clicks with the season. It capital- 
izes on the essentiality of time. 
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Perfect Color Matching 
in P.O.P. Displays! 


For Example 


You order silk screened counter cards 
to show off your label in vivid color 
... a perfect product reproduction! You 
send them out to do a selling job across 
the counter . . . They do a good job 
and then... 


You need P. O. P. wire hangers for 
a new food chain . . . Out goes the call 
to your silk screen printer, “How about 
giving us the same color and product 
identification we got on the counter 
cards?”, . . His answer, “You bet! We 
used NAZ-DAR 5500 on that job. It’s 


quality controlled to assure color con- 
sistency!” 


Write for two 5500 
color cards showing all 36 colors. Keep one 
at your desk and give the other to your silk 
screen printer. You'll have a perfect color 
reference for all your silk screen display jobs. 

SPECIFY NAZ-DAR INKS FOR SILK 
SCREEN PRINTING PERFECTION 


461 Milwaukee Avenue 
Chicago 10, Ill. 


. . . for more details circle 621, page 105 


32 * ar « May 1956 





3. Sound planning reduces staff fric- 
tion; encourages spirited cooperation 
between buyers and suppliers. It 
eliminates a lot of waste time for 
everybody concerned. 

And, of course, it saves money. 


> Scope of Planning Method... This 
planning procedure deals mainly with 
the general run of commercial print- 
ing jobs, familiar to all kinds of 
business. Not covered are such spe- 
cialized printing as outdoor posters, 
cartons, packaging materials — work 
that is best handled by specialists 
who include job planning in their 
services. 

This is not a reading exercise nor 
technical guidance in the graphic 
arts. It is composed mainly of check- 
lists and reminders, and a range of 
alternatives. These can be organized 
readily into a planning guide to fit 
the particular needs of the individual 
planner. Artists, typographers, print- 
ers and other graphic arts specialists 
have contributed much to the meth- 
od. Practical use has tightened it up 
considerably. Aside from the techni- 
cal phases of planning the method is 
primarily intended to fit each print- 
ing job to its basic purposes and uses 
—at the lowest practical cost. 


Road Blocks to Planning .. . Order- 
ly planning is more than having a 
system and using it. Factors outside 
the planner’s control can and often 
do interfere with sound planning. If 
the hazards and costs of such inter- 
ference can be brought directly to 
the attention of those responsible, it 
may be possible to overcome or elim- 
inate some of the difficulties. 


e Tarpy Decisions: Somebody can’t 
make up his mind. Somebody chang- 
es his mind. Likely as not it’s at the 
boss level. Whoever it is we hope he 
reads this, because he’s a mighty 
costly, extravagant, wasteful bird. 


e IncompLeTE Data: Somebody fur- 
nishes information or data without 
checking it for completeness and ac- 
curacy. Obsolete data slips in. 
Changes in merchandise are over- 
looked. Price changes aren’t checked. 
Even the required quantity 
secret. No chance for 
planning! 


is a 
intelligent 


e ARBITRARY DEADLINES: Somebody 
sets meeting dates without consider- 
ing the time required to produce 
materials for the meeting. Or sched- 
ules mailings too soon. Or makes rash 
promises. Such stunts usually nulli- 


fy any possible gains from good plan- 
ning. 


e Criss-Cross AutHority: Mr. “A” 
says, “This job has got to be a deluxe 
whooper - dooper!” Mr. “B” says, 
“The cost ceiling on this job is sub- 


You hear a lot of talk about the need 
for proper planning of printed material. 
While the need is recognized, only a 
few people have ever done anything 
tangible about it. One of these is Fred- 
eric Kammann, president of Kammann- 
Mahan Inc., Cincinnati advertising 
agency. 

For several years, a production con- 
trol system developed by Mr. Kammann 
has been successfully applied to the 
agency's problem of properly planning 
printed material. Result: a 10% reduc- 
tion in printing costs, plus better quality, 
fewer deadline problems and less strain 
for everyone concerned. 

In the accompanying article—and four 
follow-up articles to be published in 
succeeding months—Mr. Kammann out- 
lines the basics of his system. Most of 
the material is in checklist form. With 
but a minimum of effort, any adman can 
apply the basic principles of the Kam- 
mann system to his own printing produc- 
tion problems. 


basement.” They don’t jibe and the 
job can’t be planned to meet both 
requirements. Which one goes?—or 
what’s the compromise? Get that set- 
tled and you can plan accordingly. 


e SLtoppy CLEARANCES: These can 
knock a good plan galley-west. Some 
people can’t (or won't) read words 
until they’re in type; then they scrib- 
ble their alterations. Or they can't 
approve copy until they get back 
from a trip. Maybe mentioning the 
cost of re-setting type, or for over- 
time, will stir some of these offend- 
ers into action. 

Frequently we hear, “Oh, I 
haven’t got time to go through a 
series of planning steps. This job is 
strictly must-rush!” That remark 
ought to be included in the “Famous 
Last Words” series. 

Or, “I carry my planning system 
in my head—been at it ’steen years.” 
And never made a costly mistake? 
Well, this method won’t eliminate all 
mistakes; nor will any method. But 
it can do much to eliminate that 10° 
premium that’s common to poorly 
planned printing. 


>Use Your Technical Specialists... 
This method endeavors to tell you 
what planning decisions you will 
have to make; it cannot always tell 
you how to make them. Where tech- 
nicalities are involved it pays to get 
dependable guidance from a_ spe- 
cialist. 


e COMMERCIAL ART STupDIOs .. . bet- 
ter studios, in addition to making 





layouts and finished art, are quali- 
fied to help in these decisions: 
a. Selection of art techniques. 
b. Choice of types of reproduction. 
c. Selection of type faces—styles of 
lettering. 
d. Design of format—arrangement. 


e TYPOGRAPHERS .. . generally type- 
setting concerns offer typographic 
guidance as part of their services 
without extra charge. 


e Paper MERCHANTS .. . offer help 
in selection of paper in standard 
grades and sizes, also in special re- 
quirements involving mill ship- 
ments. Some printers are well in- 
formed as to paper characteristics. 


When you find a specialist who 
can help you effectively, stick with 
him. The better he understands your 
needs and your ways of working the 
more help he can give you. 


> Preliminary Steps to Planning... 
Get your buying authority estab- 
lished. Who has the last say? Is the 
final authority with you, or some- 
one else? If you neglect this step 
you may have to plan your job re- 
peatedly, which isn’t “planning.” 

What policies must be observed as 
to estimates or quotations? Get these 
on record with official approval. 

Who has authority to approve 
specifications? 

Who has the say-so on selection 
of suppliers? You can catch a lot of 
grief if you let this decision get away 
from you. 

If you can get the lines of author- 
ity established definitely, you'll es- 
cape one exasperating and costly 
plague. 


> Those Arbitrary “Musts” ... Every 
so often one of these stinkers will 
pop up. You'll have to recognize 
them in your planning. The planning 
method itself may help you get some 
relief from imposed restrictions af- 
fecting the quality or cost of the job. 

Here is a partial list; probably no- 
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“Guess who rejected it this time... .” 





IDEAS - LAYOUTS - MOTION - CONSTRUCTION - COMPLETE CAMPAIGNS 


Ketterlinus 


LITHOGRAPHIC MANUFACTURING CO. 


PRIMOS, PA. - NEW YORK - CHICAGO - BOSTON 


A suburb of Philadelphia 25 West 43rd Street, 18 221 North La Salle Street, 1 10 High Street, 10 


. . . for more details circle 604, page 105 


One Specialty: Good Typography 


Here Type Can SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


May 1956 ¢ ar « 33 





2. SHAP BACKBONE ON 


SLOVES 


introduces* a 
binding innovation 


SLIDE BINDER’ 


inexpensive new plastic 
looseleaf binding device. 
No machine or gadgets 

are needed... 

truly looseleaf. 


Catalog sheets may be changed 

in seconds by anyone, anywhere. 

“oa Presentations are quickly assembled 
using prepunched sheets 

without special tools. 


Call or write for samples and prices. 


SLOVES 


MECHANICAL BINDING CO. 
601 West 26 St., New York City 1 
AL 5-2552 


*another first for Sloves, the most progressive 
production resource for advertising, sales 
promotion and the graphic arts industry. 


*tm. pend. 
Mane aL 
of Mechanical Binding 
for Looseleaf Binders and Presentations 
and for (¢ GRR Covers and Easels 


 SLOVES: 


601 W. 26th Su. N.Y.C. a Ai Bais 


. for more details circle 647, page 105 


AR Reaches Out 


to more advertising agencies than any other 
publication. If you sell advertising services, 
equipment or supplies to or through agencies 


AR is All Right For You 


34 * ar « May 1956 


body could list all the zany possi- 
bilities: 

e “This job can’t cost more than 3¢ 
a copy.” 

e “We've got some left-over paper 
you'll have to use.” 

e “It’s got to be a self-mailer.” 

e “Do something to make this com- 
petitor’s job look shabby.” 

e “You'll have to use the plates 
we've got.” 

e “Give this job to Whooziss — we 
owe him a job.” 

e “We've got to have it for the sales 
meeting — three weeks from Mon- 
day.” 

e ...and so on ad infinitum. 

When you're stuck with one of 
these, enter it into your plan imme- 
diately. And if you suspect that a 
“must” may arise—dig it out before 
you start planning. 
> Pre-Planning Check List . . . Re- 
view these points before starting to 
plan the job: 


1. Possibility of later re-run; con- 
ditions of re-run affecting the cur- 
rent job. 

2. Export requirements — transla- 
tions. 

3. Company 
printing. 

4. Any conditions affecting the use 
of the printing with which you are 
not familiar. 


5. Budget approval. 


standards relating to 


>“Beware the Law” Checklist . . 
This is another pre-planning check- 


Benefits of Planning 
Planning benefits 
the planner: 
e By saving time. 
e@ By catching errors and omissions. 
e By assuring complete and accurate 
cost estimates. 
e By furthering smooth production, 
prompt completion. 


Planning benefits 
the buyer: 


e@ By producing a job best fitted to his 
purposes. 

e By getting the job out in time for 
effective use. 

e By producing the job for the lowest 
practical cost. 


Planning benefits 
the suppliers: 


e By avoiding errors or misunderstand- 
ings. 

e@ By supporting a dependable schedule 
of operations. 

e By eliminating the cost and bother of 
wasted steps and operations. 

e By eliminating avoidable extra costs, 
supplementary negotiations. 





Final Okay Checklist 
Review this list at the start of plan- 

ning, if you prefer. By all means review 
it when the piece is up for final okay. It 
may save you the cost and delay of 
stopping the presses to supply a missing 
and vital element, or rerunning the en- 
tire job. 

- Acknowledgements 

. Address space 

- Clearance; official approval 

. Closure; wrapper, envelope 

. Copyright notice; application 

- Credit lines 

. Cross references 

- Folios 

. Footnotes 

- Form number 

- Imprint space 

. Indicia; export 

. Key numbers 

. Page numbers 

- Permit, mailing 

- Prices, verified 

- “Printed U.S.A.” 

. Return address 

. Return instructions 

. Signature 

. Trademark (R) 


list. Don’t wait until the job is 
planned to discover you're in legal 
trouble. Supplement this list with 
points connected with state laws and 
regulations or regulations affecting 
your industry. 


1. Claims; exaggerations; 
ing statements. 
2. Fair Trade laws. 
3. Federal Trade Commission rul- 
ings. 
. Flags—all nations (restricted). 
“Free” offers. 
. “Gift” offers. 
. Guarantees; warranties. 
. Libel, slander. 
. Mailing regulations (local post- 
master). 
10. Model releases. 
11. Money—stamps. 
12. National emblems. 
13. Organization emblems — Boy 
Scouts, Girl Scouts, Red Cross, vet- 
erans, etc. 
14. Plagiarism. 
15. Postal Laws & Regulations. 
. Premiums. 
. Quoted statements. 
. Robinson-Patman. 
. Testimonials. 
. Uniforms. 
. Warranties. 


mislead- 


If in doubt, consult legal authority; 
don’t take chances. 44 


Mr. Kammann discusses job 
planning procedure, with spe- 
cial emphasis on purposes of 
planning, uses, copy, art and 
typography. 


Cuneo Produces Film 
On Gravure Process 


“This Is Rotogravure,” a 30-min- 
ute movie on the complete rotogra- 
vure printing process, has been pro- 
duced by Cuneo Press, Chicago. 
Filmed in color with sound the pic- 
ture gives viewers an insight into the 
diversified technical operations in- 
volved in rotogravure. It shows the 
process’s efficiency in producing 
printed pieces ranging from catalogs 
and circulars to newspaper supple- 
ments and magazine sections. 

Announcing the film’s release, ex- 
ecutive vice-president R. P. Fisher 
explained it was a complete “house 
job” that utilized Cuneo’s own pro- 
fessional staff. Camera work and di- 
rection were furnished by Bill Zie- 
mer and Fred Hieber, narration by 
Frank Mahoney, all of the Neo Gra- 
vure Co., a division of Cuneo. 

Highlighting the film is a glimpse 
of the world’s largest press housed 
at Chicago Neo Gravure. It has 19 
printing units stretching 180’ and 
weighing 480 tons. One hundred and 
eighty thousand feet of wire are re- 
quired to supply power to the press’s 
106 electric motors. Eight tons of 
paper and 730 pounds of ink are con- 
sumed hourly by this machine. 

The film has already been screened 
by the executive staff and sales 
force of several Midwestern dailies. 
Though of primary interest to buyers 
of printing and ad agencies, “This Is 
Rotogravure” was produced with the 
layman’s background in mind. 44 


Pocket-Size Booklet 


Gives Travel Advice 


A 56-page pocket size booklet on 
all phases of travel is available 
through the joint promotion efforts 
of Esquire Magazine and the Ameri- 
can Express Co., both New York. 

The booklet—published by Esquire 
and distributed by American Express 
—covers every major country in Eu- 
rope, the Atlantic islands, Panama 
and Mexico, giving information on 
how to get there, the list of travel 
requirements, the official rate of cur- 
rency exchange, and a calendar of all 
the important events in the country. 

Subjects covered by articles in the 
booklet include “Tips For Your 
Trips” and “Tips on Tipping,” while 
check-lists cover “What to Wear” 
and “Things to Take Along.” 

Half-page advertisements, which 
also appear in the 1956 Travel Guide, 
were given free to advertisers who 
used a half-page or more in Esquire’s 
1956 February travel issue. 44 





whatever 
your 


position 


VERTISING MGR. 


LER SS 


You’ Ms save time & money 
by using this 


FREE IOEA 
Goareer ! 


\, First time ever, Elbe offers ANS 
a comprehensive FREE 
IDEA BOOKLET! Strictly 
objective, it clearly ex- 
plains when and how to 
use loose-leaf binders. 
This booklet, like all Elbe 
products, is designed to 
get results for you. Send 
for your personalized 
free copy today! 


SHOWROOM 
411 © 4th AVE, 


ELBE rate & BIS ES co., INC. 


America’s Mo ce se-Leof Products & Sales Pri esentations 


Dept. A-6{ — Fat RIVER, mass 


. for more details circle 589, page 105 


Right At Your Finger Tips 
A Plastic Binding Kit 
For Scrapbooks and Albums 


_ Exciting new do-it-yourself binding kit, | 
simple enough for a child to operate. 
Just insert the pages and punch, then 
pick a colorful binding tube from the 
spin dial base, snap into place and in 
seconds you have a real prof 
looking colorful volume. 


Other models available 


write for free booklet to department AR-5 


TAUBER PLASTICS INC. 


(200 Hudson St., N.Y. 13, N.Y. Call WOrth 4-S621 
. for more details circle 653, page 105 
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The Conference 


“Gentlemen, I have their letter here...” 


In a few moments that letter will be passed around to 

the members of the board. Let’s hope it makes the 

proper impression, for here is where the big buying 
decisions are made. 

Actually, it could be your letter on your letterhead 

. .on your choice of paper. A Gilbert Quality Bond 

Paper would go a long way toward telling these men 


that your company is efficient, businesslike and makes 


Gilbert Quality Papers 


Gilbert Bond. Resource Bond. Radiance Bond. Laneaster Bond 


e/v 


a quality product. Gilbert papers lend authority to 
any written message with their crisp feel, snap, un- 
matched brightness and rich cockle finish. It is the 
carefully selected new cotton fibres used in the manu- 
facture of Gilbert papers that make these qualities 
possible. Be sure your letterhead does a forceful sell- 
ing job for your product or service. Ask your print- 


ing supplier about Gilbert Quality Papers. 


GILBERT 


PAPER COMPANY 


by Ken Riley 
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Who can’t put himself into the picture Ben Prins 
has painted? The enthusiasm of the family over 
the new car — the anxious waiting to hear what 
deal will be offered. But there is little doubt that 
another sale ts about to be made. 

American manufacturers in all fields know the 
importance of making their new models even 
more alluring. They also know the importance 
of presenting them in persuasive advertising and 
booklets. Right here is where Oxford papers fit 
into the picture. Oxford quality can be depended 
on to do full justice to quality products. For spe- 
cific examples, call your nearby Oxford Mer- 


] E L P B U I L D P | sl 1 chant or write us direct. 


——_l 
) 
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OXFORD PAPER COMPANY, 


This insert is a sample 
of the offset results 
you can get on 


OXFORD 


Planoflex Coated Offset 


OXFORD PAPER COMPANY 


RUMFORD, MAINE * WEST CARROLLTON, OHIO 


Panoriex is one of Oxford’s three new coated offset 
papers. All rank high in brightness, opacity and appearance 
and have excellent dimensional stability. A new, exclusive 
coating formula gives them a level, polished surface with high 


pick-resistance for outstanding press results in monotone and 
full color. 


PLANOFLEX is a moderately priced, coated-two-sides offset paper with 
printing qualities comparable to higher priced offset enamels. Planoflex 
was developed especially for quality offset reproduction of booklets, 
catalogs and other commercial printing in monotone and full color. It 
takes varnish, lacquer gloss inks and embossing to perfection. 


SWIFT RIVER is a low priced, coated-two-sides offset sheet approaching 
Planoflex in printing qualities and appearance. It is recommended for 
quality offset reproduction in monotone and full color. Like Planoflex, 
Swift River also takes varnish, lacquer gloss inks and embossing. 


UNIFLEX-C1S is a companion sheet to Planoflex in coated-one-side offset. 
It is equal to Planoflex in printing qualities and appearance. Uniflex 
was developed especially for the packaging field, for bottle, can and box 
labels, box liners, cigarette cups, display mountings, package wraps, win- 
dow strips and other similar uses. It has the same excellent qualities as 


Planoflex for varnishing, lacquering, gloss ink printing and embossing. 


TWO VALUABLE AIDS: (1) The OXFORD PAPER SELECTOR CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quickly 


gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 


Nation-wide Service 


Through 


Albany, N. Y. . . 
Asheville, N.C. . 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho . 
Boston, Mass. . 
Buffalo, N. Y. . 
Charlotte, N. C. 
Chicago, Il. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio . 
Des Moines, Iowa 
Detroit, Mich. . 
Fresno, Calif. 
Gastonia, N. C. 
Hartford, Conn. . 


High Point, N. C. 
Indianapolis, Ind. 

Kalamazoo, Mich. 
Kansas City, Mo. . 


Knoxville, Tenn. 
Little Rock, Ark. 


Long Beach, Calif. . 


Los Angeles, Calif. . 
Louisville, Ky. 


Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn... . 
Milwaukee, Wis. . 


Minneapolis, Mian. 
Nashville, Tenn. 
Newark, N. J. . 
New Haven, Conn. 
New Orleans, La. . 
New York, N. Y. 


Oakland, Calif. 

Omaha, Neb. . 
Pawtucket, R. I. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Oregon 
Reno, Nevada 
Richmond, Va. . 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


San Bernardino, Calif. 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. . 
Seattle, Wash. . 
South Bend, Ind. 
Spokane, Wash. . 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz. . 
Washington, D. C. 
Worcester, Mass. 
York, Pa. 


Mills at Rumford, Maine, and West Carrollton, Ohio 


Oxford Merchants 


‘ . W.H. Smith Paper Corp. 
+ % i Henley Paper Co. 

” ‘Wyant & Sons Paper Co. 

Carter Rice Storrs & Bement 

The Mudge Paper Co. 
 Wilcox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 

Carter Rice Storrs & Bement 
Franklin-Cowan Paper Co. 
Henley Paper Co. 

Bermingham & Prosser Co. 
Bradner, Smith & Co. 

Marquette Paper Corporation 
Midland Paper Company 

The Whitaker Paper Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 

The Cleveland Paper Co. 

. Graham Paper Co. 

The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope-Stevens Paper Co. 

Blake, Moffitt & Towne 

Henley Paper Co. 

‘Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement 

. Henley Paper Co. 

MacCollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 
Graham Paper Co. 

Louisville Paper Co. 

. . «+ Roach Paper Co. 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Graham Paper Co. 

Louisville Paper Co. 

Caskie Paper Co., Inc. 

C. H. Robinson Co. 

. Louisville Paper Co. 

" Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co, 

. . Graham Paper Co. 

" Bulkley, Dunton & Co., Inc. 
Carter Rice Storrs & Bemen 
Graham Paper Co. 

Baldwin Paper Co., Inc. 

Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Kennelly Paper Co., Inc. 

The Whitaker Paper Co 
Blake, Moffitt & Towne 

Western Paper Co. 
Carter Rice Storrs & Bement 

‘ . . Atlantic Paper Co 
Wilcox- Walter-Furlong Paper Co 
Blake, Moffitt & Towne 

General Paper Corp 

Brubaker Paper Co 

. C.H. Robinson Co 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Cauthorne Paper Co 

Genesee Valley Paper Co 

Blake, Moffitt & Towne 
Bermingham & Prosser Co 
Graham Paper Co 
Shaughnessy-Kniep-Hawe Paper Co 
Tobey Fine Papers, Inc. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Bermingham & Prosser Co 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Mill Brand Papers 

Paper House of New England 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Paper Merchants, Inc 
Blake, Moffitt & Towne 
John Floyd Paper Company 
Carter Rice Storrs & Bemen 
The Mudge Paper Co. 


230 Park Avenue, New York 17, N. Y. % OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, 
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If any one thing can be singled 
out as a distinguishing factor in to- 
day’s business publication advertis- 
ing, it’s the increasing use of inserts. 
And not only has the number of in- 
serts taken a dramatic upturn, but 
there has been an amazing display 
of ingenuity by advertisers using this 
medium. 

While unusual inserts are becom- 
ing almost common in nearly every 
area of business publishing, there has 
been a particularly impressive flurry 
of insert activity in the electrical 
appliance field. To get some concrete 
facts on just how typical insert 
advertisers were handling their pro- 
duction problems, AR reviewed sev- 
eral issues of Electrical Merchandis- 
ing, which appears to be one of the 
nation’s top publications in the num- 
ber of unusual advertising inserts in 
each issue. 

In the January 1956 issue, for ex- 
ample, there were a total of 11 
inserts, many of which were more 
than just high quality printing on 
special stock. In the February issue, 
there were 12 special inserts, includ- 
ing pop-ups, pop-outs and an off- 
size gatefold. 

Here’s a report on how some of 
the inserts were handled: 


»> CBS-Columbia . One of three 
elaborate pop-up inserts in Febru- 


mn 


INSERTS © 


The use of advertising inserts in business papers has 
grown tremendously in the past year, while attention- 
getting gimmicks bring high readership to these pages. 


ary Electrical Merchandising was an 
eight-page insert by CBS-Columbia. 
This not only made a picture of a 
new tv set pop out when the page 
was turned, but it had a movable 
tuning dial on the same page. 

This insert was printed on 100 lb. 
offset stock by Castle Offset Printing 
Corp., New York, for the CBS-Co- 
lumbia ad agency, Ted Bates & Co., 
New York. Photography and art 
were by Wendy Hilty and Herb Lu- 
balin for Sudler & Hennessy, adver- 
tising art service, New York. 

As pasted onto a tab, in turn pasted 
onto a signature in Electrical Mer- 
chandising, the insert measured 914x 
1234”. It has two folds, across and 
down. When opened out the sheet of 
paper used would measure 18%,x 
2514”. 

The opening page consists of a 
leaping ballet dancer in black-and- 
white on a red background, with 1” 
capital block lettering across the bot- 
tom, “Giant Step in TV!” As the 
page is turned, CBS’ new tv sets for 
1956 are featured, with a die-cut set 
popping out of the page. On the 
righthand page of the spread is a 
pull-down tab, inviting the reader 
to see “TV’s 9 Most-Wanted Fea- 
tures.” 

The number of the feature on the 
tab corresponds to a similar number 
in cutout squares on a blowup above 
pointing out CBS Robot Tuning. The 
back page shows 16 tv sets, four in 
a row, black-and-white photographs 


on a yellow background. Open the 
insert fully, and the diecut arrange- 
ment can be seen, along with the 
numbers printed that correspond to 
the tuning dial. 

CBS-Columbia used the insert 
also as a special three-color mailing 
piece, sending it to more than 40,000 
department store and _television- 
appliance retailers and some 3,000 
top business executives. 


> Colgate ... Another elaborate in- 
sert in February Electrical Merchan- 
dising was an eight-page pop-up for 
Colgate-Palmolive Co., Jersey City, 
and its new detergent, AD, for auto- 
matic washers. 

In this insert, the copy fits the un- 
usual format. First page reads: “Now 
Colgate Pops Up with an amazing 
new detergent that’s...” When you 
turn the page, there’s the new red 
and yellow AD package, popping out 
in three-dimensional realism. The 
back page has a checklist of 1956 
automatic washer features. 

This, like the CBS-Columbia pop- 
up insert, is the same size, and is 
also pasted on a tab, in turn pasted 
onto a signature of Electrical Mer- 
chandising. In fact, it has the same 
printer, Castle Offset Printing Corp., 
New York. Stock is 80-lb. cover. 

Yellow background is used 
throughout the cover, 
spread and as a border for machine 
data on the last page. Lettering is 
black except for the capitals, “Pops 


insert, on 
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Realistic . . . Eight-page insert by CBS- 
Columbia featured a movable tuning dial. 
Realistic picture of tv set popped out 


when page was turned by reader 


Up,” which are red, blue and black. 

For this ad insert, the advertising 
agency, Lennen & Newell, New York, 
supplied the layout and artwork, 
with Castle Offset handling the 
printing and die-cutting. Castle spe- 
cializes in unusual inserts. 


> Live Better ... A third pop-up in- 
sert in February Electrical Merchan- 
dising was a teaser announcing a 
“Live Better Electrically” campaign. 
It consists of a page with a 6%” fold- 
over. The top says “Advertisement,” 
the bottom corner of the foldout page 
has a dotted arrow, and one-third 
down the page is a horizontal gold 
line between 114”"-high black letter- 
ing, “Live Better.” 

When the fold is pulled out to the 
right, the insert opens to 16%”, and 
the campaign’s gold seal pops out at 
the top of the page. Copy says, “Com- 
ing soon—very soon—the greatest 
residential business building drive 
the electrical industry has ever 
known. Its theme? Live Better .. . 
Electrically.” 

Printed on 80-lb. Cumberland 
coated stock, the insert was produced 
by Davis Delaney Inc., New York. 
Batten, Barton, Durstine & Osborn, 
New York, handled the insert lay- 
out. Six different versions of the in- 
sert were made, one for utilities and 
the other five for utility trade allies, 
such as bankers, architects, etc. Some 
20 magazines will use the insert. 

The campaign is listed as being 
sponsored by an informal associa- 
tion of utilities. The campaign was 
launched via closed-circuit television 
to get people to buy more electrical 
appliances and use more electricity. 
The closed circuit show went to 
40,000 business men in 79 cities in 
all phases of home financing, build- 
ing and electrical equipping. General 
Electric has a “Live Better Electri- 
cally” program at BBDO. GE and 
its arch competitors are joining 
hands in this industrywide project. 

Why 80-lb. stock for pop-up in- 
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serts, where 100-lb. is usually the 
rule? Ordinarily, 80-lb. won't pop 
effectively, doesn’t have bulk, wrin- 
kles easily. But Live Better ran let- 
terpress to get the gold it wanted for 
the campaign seal. 

Kenneth Bartlett, production-dis- 
tribution specialist, told AR he chose 
a good Cumberland sheet with 
enough body to get the gold with one 
impression. For all inserts, allow- 
ance had to be made for trimming off 
the head or top of the page without 
cutting into the semi-circle pop-up. 

The insert has a reverse score, 
folded back by hand. Magazines us- 
ing the insert had allowances rang- 
ing from %&” to %” trimming at the 
top. Publishers had to set their pins 
right, so the insert wouldn’t kick out 
in collation and binding. 


> Norge .. . Repeating a technique 
used successfully last fall, Norge Di- 
vision of Borg-Warner Corp. (Chi- 
cago) used an envelope insert con- 
taining five catalog pages describing 
its refrigerator line. Like the orig- 
inal, which was described in detail 
in the October 1955 AR (see “Rapid 
Delivery for 630,000 Catalog Pages,” 
page 69), the January Electrical 
Merchandising insert was perforated 
for easy removal from the magazine. 

Evidence of the effectiveness of 
unusual inserts was obtained through 
a survey of Norge dealers who are 
subscribers to Electrical Merchan- 
dising. The survey indicated that 90% 
of the dealers remembered the in- 
sert, with 73% of them tearing it out 
of the magazine, and 95% of this 
group reading the specification sheets 
inside. 


> Hotpoint Co., Chicago, used a 16- 
page insert in the January issues of 
Electrical Merchandising and Mart 
magazines as a merchandising piece 
for dealers, designed to be used 
throughout the year. 

The insert was glued to a tab, 
which was bound into the book, and 
perforated so that dealers could eas- 
ily tear it out and keep it for regular 
use. The company had 19,000 of the 
inserts printed in addition to the 
regular press run, and these were 
used for Hotpoint mailings and for 
other distributions to dealers. 

The insert itself was in full color 
on Stippletone and art and copy were 
light—almost gay, in fact. The com- 
plete Hotpoint 1956 line was dis- 
played, with specifications. The top 
of each left hand page carried the 
words “First with the finest for ’56” 
on a reverse plate that bled at top 
and side. 

The entire printing job was han- 
dled by Shattock & McKay, Chicago, 
who ordered the plates from Dale 
Litho Plate Service, Chicago. The 


agency was J. R. Pershall Co., Chi- 
cago. 


> Admiral Corp., Chicago, used a 12- 
page insert in the January issue of 
Electrical Merchandising and the 
Jan. 9 issue of Retailing Daily which 
included within the insert a 6-page 
ad designed for later use in consumer 
publications. The six-page consumer 
ad opens on page three of the insert, 
which carries the words—“The next 
5 pages tell the story of Admiral’s 
new ideas in appliances.” 

The following five pages, in full 
color, display Admiral appliances 
and have a strong consumer appeal. 
The other pages of the insert are 
aimed at dealers. 

Art for the ad was prepared by 
Harry Beier, Admiral art director, 
while the entire production job (off- 
set) was by Milton H. Kreines, Chi- 
cago. This was a straight insert with 
no tricky problems. The agency was 
Russell M. Seeds, Chicago. 


Envelope Insert . Norge repeated a 
technique it used last fall with an en- 
velope insert that contained five catalog 
pages describing its refrigerator line. 


> Zenith Radio Corp., Chicago, uti- 
lized a 12-page insert in the Febru- 
ary Electrical Merchandising as a 
mailing piece for its own dealers and 
for prospective dealers. The insert, 
a straight letterpress job by Runkle- 
Thompson-Kovats Inc., Chicago, was 
in full color and featured Zenith 
Flash-Matic Tuning, tv sets, home 
record players, clock and portable 
radios and table and radio-phono- 
graph combinations. 
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Ambitious Insert This 27x36" life- 
size insert is the equivalent of 18 pages. 
Some 900,000 copies of the insert were 


printed for use by dealers. 


The company supplied distributors 
with the insert in sufficient quantity 
for their own mailings, in addition 
to mailings for prospective dealers. 

The photography was by Zenith, 
which utilized pictures used in other 
advertising campaigns. The artwork 
was done by BBDO, Zenith’s Chicago 
agency, which also provided the 
plates to the printer. 


> DuMont-TV ... Another interest- 
ing insert in February Electrical 
Merchandising, Electrical Dealer, 
Southern Appliances, Western Ap- 
pliances and New England Appli- 
ances & TV News was a four-pager 
by the DuMont Receiver Division of 
Allen B. DuMont Laboratories, East 
Paterson, N. J. 

As you flip through Electrical Mer- 
chandising, you are greeted by a 
black-and-white page ad of The 
Ladies Home Journal. Turn the page, 
and you are greeted by “DuMont 
... Ride Up! With Reserve-Power 
Picture Magnet Chassis for 1956.” 
The Journal ad, and the black-and- 
white page ad on the back page of 
the insert, were printed as regular 
ads by the magazine. In other maga- 
zines, other ads, or editorial copy, 
were used on these blank pages. 

But getting back to the insert it- 
self, the right-hand side of the spread 
has a flap, which when turned out 
to the right has an elevator floor 
marker, “Up,” with seven points say- 
ing “DuMont. . . recognized as the 
height of quality.’ The flap page 
shows the tv sets. 

The back page shows more tv sets 
in black-and-white. In the back- 
ground is a golden brown halftone 
of an old-fashioned elevator door. 

The insert, on 100-lb. Herculite 
coated stock, with Kohl & Madden 
brown blended ink, was handled by 
Campbell-Ewald Co., DuMont’s ad 
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agency, New York. Photography was 
by William Ritter. Kenneth Vincent 
was creative director. John Doyle 
is the account executive. 

Joseph Goodwin, Campbell-Ewald 
production manager, told AR 34,000 
additional copies of the insert were 
made for mailings. The blank pages 
were used more effectively for the 
mailing, since competing ads didn’t 
appear on the DuMont insert. In- 
stead, the front cover had the Du- 
Mont crest in black, “DuMont” in 
color, and “First with the finest in 
television.” And the back page had 
the elevator door frame and floor 
clock with a black plate of copy, “Up 
With Reserve Power in New Sets 
with Penthouse Quality at Ground 
Floor Prices.” 

The insert was produced by offset 
lithography by Empire Color Lithog- 
raphers, New York. 


> Easy Washer-Dryer .. . One of the 
most ambitious ad inserts is a 27” 
wide, 36” high likeness of a new, 
small-size combination washer-dryer 
by the Easy Washing Machine Divi- 
sion of Murray Corp. of America, 
Syracuse, N. Y. It is the equivalent 
of an 18-page insert, and appeared 
in March Electrical Merchandising. 

A foldout insertion, it opens down, 
then unfolds to the right. The life- 
size insertion, a novel experiment in 
multiple-page advertising, is a high- 
light of Easy’s $4,000,000 advertising 
and promotion campaign backing its 
1956 line of home-laundry equip- 
ment. 

Richard Weiss, advertising and 
promotion manager of the division, 
says the insert marks the first time a 
major appliance has been reproduced 
full size in a flat sheet business paper 
ad. Reprints are being distributed to 
Easy dealers for window and store 
displays. Dealers are being encour- 
aged to offer them to customers for 
testing washer-dryer unit compact- 
ness in the home. 

Some 900,000 copies of the insert 
reportedly have been printed. Bat- 
ten, Barton, Durstine & Osborn, Buf- 
falo, is Easy’s advertising agency. 
The insert when folded is 9x13” 
and has an extra gutter strip for 
binding, measuring %4” wide. 

As seen in the magazine, the top 
page, printed in blue and red letter- 
ing on white background, says “To 
spearhead the only complete line in 
the washer business . . . Easy an- 
nounces .’ As the folders are 
pulled down they read, “Space Sav- 
ingest . . . Money Makingest 
Combination Washer-Dryer . .. Ever 
Built!” 

On the pullout to the right, details 
are listed on the ad schedule .. . 
Godfrey on network tv and radio... 


magazine spreads .. . a 354-newspa- 


per dealer listing. Completely 
opened, the insert shows the washer- 
dryer actual size. 


> Chicago Tribune . . . An interest- 
ing twist was applied when the Chi- 
cago Tribune used a 12-page insert 
in the January issue of Electrical 
Merchandising to promote the 1956 
program of the Tribune as the “most 
powerful promotion lineup ever 
scheduled by any advertising me- 
dium.” 

A straightforward letterpress job, 
the insert was in blue ink on white 
70 lb. enamel stock and was devoted 
almost entirely to promotion of six 
major sales events in the Chicago 
area, with emphasis on the Tribune’s 
service in covering the area. 

In addition to the regular maga- 
zine run, the Tribune ordered 3,500 
of the inserts to use as direct mail 
pieces. Production-wise, the plates 
were made and supplied to Electrical 
Merchandising by the Chicago Trib- 
une, and EM’s regular printer, Wil- 
liams Press, Albany, N. Y., did the 
printing. 


> Maytag .. . This was a six-page 
insert which featured, among other 
appliances, the Maytag double- 
decker refrigerator with an exterior 
and interior view. The inside-out- 


Eight-page Pop-Up . . . Colgate-Palm- 
olive Co., used an eight-page pop-up in- 
sert for its new detergent, AD. The elab- 
orate insert was produced by Castle Offset 
Printing Corp. 
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side look at the refrigerator was 
achieved by use of die-cut “doors” 
on page five of the insert. At first 
glance, page five showed the double- 
decker standing against a kitchen 
wall. By opening the “doors” out 
the reader viewed the interior, which 
actually is a refrigerator at the top 
and a freezer at the bottom. 

In full color, the insert was han- 
dled for Maytag by Leo Burnett and 
was carried in the January 1956 
issue of Electrical Merchandising. 
The art was furnished by Burnett to 
Western Printing, Racine, Wis., who 
handled all the production of the 
insert. 

The insert was designed primarily 
to get reader appeal and movement, 
as well as to introduce Maytag’s 
three new 1956 products—the double- 
decker refrigerator, an automatic 
washer and an automatic dryer. 

A further use of the insert by May- 
tag was for distribution during the 
January market showing at Chi- 
cago’s Merchandise Mart. Maytag 
bought advertising space in all the 
buses that carried dealers and oth- 
ers to and from the Mart during the 
market showing and had inserts in 
newspaper sacks on all buses. The 
inserts were distributed to the pas- 
sengers. 


> York ... The commercial division 
of York Corp., York, Pa., is a new 
user of ad inserts, with a six-page 
two-color insert, four pages of which 
are a gatefold, in Jan. 5 Retailing 
Daily and January Electrical Mer- 
chandising. 

Harry Woehrle, production man- 
ager at Brooke, Smith, French & 
Dorrance, New York, York’s ad 
agency, told AR this is the first York 
magazine insert he recalls in his five 
years at the agency. The insert intro- 
duces York’s Snorkel room air con- 
ditioner. 

Readers of the two publications 
were primed for the insert with page 
and quarter-page cartoon-style teas- 
er ads in November and December 
issues, two ads to an issue. 

The insert was printed on 80-lb. 
coated offset stock by Hibbert Print- 
ing Co., Trenton, N. J. An overrun 
of 10,000 was printed to send out to 
York dealers and district men as a 
brochure. 

One problem arose on this insert, 
which was solved quite easily. Re- 
tailing Daily required the masthead 
and the word “Advertisement” on 
the ad. For Electrical Merchandising 
the Retailing Daily masthead with 
identification was trimmed off. 

Colors for the insert were red and 
black, for attention value. The art 
department of the agency enter- 
tained the thought of using Day-Glo, 
but this was dropped because of cost. 


NEW COLORS 


IN AN OPAQUE PAPER 


Now, for the first time, colors are avail- 

able in a mill brand line of 25 percent 

cotton content opaque paper. To fill an 
ever growing demand we have added the bright, useful, 
colorful colors . . . Buff, Blue and Green in both Cockle and 
Smooth Finish to our nationally popular line of 


Millers Jalsa OPAQUE 


These colors now offer the opportunity for 
sectional color identification in rate books, 
price lists, parts books, catalogs, etc. Ad- 
vertising pieces such as envelope en- 

closures, broadsides, bulletins, sales let- 
ters, booklets and announcements can 
now take on additional attractiveness 
and eye appeal with only a single color 
printing either letterpress or offset. 


Write to-day for this Sample Portfolio. 
It gives complete information on sizes, 
weights and finishes available. 


MILLERS FALLS PAPER COMPANY 
MILLERS FALLS. MASSACHUSETTS 
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IF YOU ARE A PROFESSIONAL 
PRINTING SALESMAN.... 


a seasoned veteran with thorough 
knowledge of letterpress and offset 
printing—color plate making, ad- 
vertising art, advertising and sales 
promotion princip es and practices 


IF YOU HAVE BEEN SELLING 
AT LEAST $150,000 WORTH OF 
PRINTING A YEAR AND PART 
OF YOUR SALES HAVE BEEN 
TO NEW ACCOUNTS... AND 
YOU WANT TO MAKE A 
CHANGE NOW! 


if you'd like to represent a 70 year 
old, A/Al1 mid west printer and li- 
thographer with a complete graphic 
arts service (including a 14-man art 
staff, a completely air-conditioned 
color plate making department; a 
modern composing room; a pam- 
phlet bindery with imprinting and 
drop shipping services; and a secret 
sales tool which only a few printers 
in the world possess—if you think a 
firm with a reputation for fair deal- 
ing, top quality color printing and a 
list of customers including some of 
the midwest’s biggest users of color 
printing would help you develop 
new business—SELL MORE AND 
MAKE MORE— it might pay you 
to get in touch with us. 


Box 18, c/o ADVERTISING REQUIRE- 
MENTS, 200 E. Illinois St., Chicago 11, 
Ill. 


NEED 


Magazine Clippings? 


Complete, accurate and 
prompt COVERAGE of— 


e Consumer Magazines 
e Trade Journals 

@ Farm Periodicals 

e Labor Papers 

@ Religious Publications 
@ Medical Journals 

e Society Magazines 

e College Periodicals 

e House Organs 


AMERICAN TRADE PRESS 
CLIPPING BUREAU 


1S East 26th Street « New York 10, N. Y. 
Telephone: LE 2-5969 
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440 Advertising Managers 


requested further informa- 
tion about products or serv- 
ices mentioned editorially in 
a recent issue of AR. 


AR GETS 


Avid Readership 
Avid Response 
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Red and black were used, but not 
in Day-Glo. 


> General Electric . . . GE’s vacuum 
cleaner department, Bridgeport, 
Conn., announced its new prices and 
print and broadcast media ad sched- 
ule for its Roll-Around and Roll- 
Easy vacuum cleaners with a four- 
page two-color insert in January 
Electrical Merchandising, plus 
Southern Appliances and House- 
wares Review. 

General Electric’s various divisions 
are large users of inserts. 

The vacuum-cleaner insert was 
printed on 80-lb. offset stock by 
Charles Offset Co., New York, from 
material supplied by Young & Rubi- 
cam, New York. It was tipped onto 
a signature. 

Louis Greenwood, printing buyer 
at Y&R, told AR he is a pioneer of 
inserts, advocating them in recent 
years not only for GE but also John- 
son & Johnson, Personal Products 
Corp., General Foods and Time Inc. 


> Not all of the outstanding inserts, 
by any means, are appearing in the 
electrical appliance publications. It 
would be impossible to single out all 
of the unusual inserts being used to- 
day, but some of the more interesting 
examples include the following: 


> Chief Apparel Inc. . . . When it 
comes to dominating an entire maga- 
zine, few inserts can compare with 
those used by Chief Apparel Inc., 
New York, in the January issue of 
Esquire’s Apparel Arts. Chief used 
24 full-color page insert sheets, 
which were scattered throughout the 
book instead of following the un- 
usual procedure of running consecu- 
tively. Although the issue had 156 
pages, Chief's 48 insert pages just 
about “took over.” 

The Chief inserts are a good exam- 
ple of the importance in selecting a 
distinctive paper stock. They were 
printed on 100 lb. Hammermill 
Homespun. 

The 24 inserts featured 31 outer- 
wear jackets. The front of each in- 
sert carried a full-color ad, with the 
reverse side devoted to the industry- 
wide slogan, “Dress Right—you can’t 
afford not to!” and the logo of the 
American Institute of Men’s & Boys’ 
Wear. 

Some 15,000 extra inserts were run 
off at the time of printing for an art 
portfolio. In addition to the inserts, 
the kits included ad mats and a copy 
of Chief's consumer advertising 
schedule. 

The Harold Miller Co., New York, 
is the ad agency for Chief. Lutz & 
Sheinkman, New York lithographers, 
handled the printing of the inserts 


Merchandising Insert Marathon Corp. 
used this insert to merchandise a pressure 
seal principle for bakery trays. Reader 
was able to see how the seal actually 
works. 


through Prestone Printing Co., New 
York printing broker. 


> Rudy Battista, production manager 
at Miller, told AR there were a cou- 
ple of problems, so far as the agency 
was concerned. The four last pages 
of inserts, on boys’ wear, used in 
Boys’ Outfitter, too, had to be 
trimmed closer to the art than in 
Apparel Arts, where the trim size is 
larger. This was a simple matter of 
allowing more air and bleed space. 

But Boys’ Outfitter, he said, balked 
at first about using 100-lb. stock, as 
it usually uses 70-80 lb. However, 
the agency told Boys’ Outfitter it 
couldn’t make an extra run on lighter 
stock, and the magazine accepted the 
heavier weight used in Apparel Arts. 

For economy in engraving it was 
imperative that the printer get the 
art in groups of six. Working on a 
tight schedule, free-lance artist Wil- 
liam Cook, working through Scha- 
piro Studios, New York, delivered 
the groups of art in time on a sched- 
ule that allowed only eight weeks 
from the time the artist got the ma- 
terial to the time of the printing 
run. 

Hildreth Press. Bristol, Conn., 
which prints Apparel Arts, handled 
the institute promotion imprint on 
the backs of the Chief Apparel in- 
serts. There the inserts were placed 
between signatures, and in some 
cases within signatures. 


> Marathon .. . A good example of 
insert merchandising was the insert 
prepared for Marathon Corp., Me- 
nasha, Wis., by the Buchen Co., Chi- 





cago. The insert appeared in Baking 
Industry, Bakers Weekly, New South 
Baker, Southwestern Baker, Dough- 
boy and Western Baker. 


The insert was used to merchan- 
dise a pressure seal principle for 
bakery tray formation. In brief, the 
pressure seal principle consists of 
spots of adhesive, none of which is 
adhesive by itself. When joined to- 
gether, however, strong adhesion re- 
sults. 

The insert was four pages. The 
outside page featured a bread wrap, 
while page three was used to explain 
and illustrate the pressure seal. On 
this page were two “magic spots,” 
printed on an outline of an unfolded 
box. Copy said: “Try it... Fold the 
page and press the two Magic spots 
together.” 

When the reader followed the sim- 
ple directions, he found the folded 
page stuck fast — although before 
folding the individual spots of ad- 
hesive stuck not at all to the previous 
page. 


>This insert was prepared specifi- 
cally for the bakery trade papers’ 
pre-convention issues and additional 
copies were distributed at the Bak- 
ing Industry Convention in Atlantic 
City in 1955. 

The insert also was used as a direct 
mail piece by Marathon Corp. and 
in booths at the convention in con- 
junction with a small adhesive seal 
pressure machine. The inserts were 
used as specific examples of how the 
machine works. 

Further merchandising of the in- 
sert was used in the booths at the 
show, where visitors were asked to 
leave their names and addresses if 
they would like to receive a box of 
salt water taffy. The salt water taffy 
was packed in cartons which utilized 
the pressure seal principle and 
mailed to the visitors’ homes. Vis- 
itors at the booth, of course, received 
inserts explaining the adhesive prin- 
ciple which they would see in actual 
use when their taffy arrived after 
they had returned home. 


> The layout for the insert was pre- 
pared by the Buchen Co. Artwork 
was by Feldkamp-Malloy Studios, 
Chicago. The plates were by Supe- 
rior Engraving, Chicago, and the 
printing was by American Printers 
& Lithographers, also Chicago. The 
paper stock was 100 lb. Lustercote. 

The adhesive on the two “magic 
spots” on the insert was hand-ap- 
plied by the printer. who turned out 
some 60,000 copies. 

The insert was considered so suc- 
cessful by Marathon that plans now 
are in the works to re-run it in May 
with some revisions. 


>Of course, AR will take no back 
seat when it comes to unusual and 
effective inserts. Starting with our 
very first issue in 1953, AR has con- 
sistently featured outstanding exam- 
ples of the art of using inserts effec- 
tively as an above-par advertising 
vehicle. 

Based on our own experience and 
that reported by other publications, 
it is essential that insert advertisers 
observe the following rules: 


1. Be sure your insert has been 
cleared by the post office through 
which the magazine in which it is to 
appear is mailed. While postal offi- 
cials have relaxed many of their 
previous restrictions on advertising 
inserts (see “An Oscar for the Men 
in Gray,” April AR), there are still 
many taboos which must be ob- 
served. 


2. Give the publications which will 
carry your inserts plenty of advance 
notice—including actual samples of 
the insert—so that they can work it 
into their production schedule. If ac- 
tual samples are not available, be 
sure to clearly define all details of 
the insert you are planning and sub- 
mit samples of the paper stock and 
other items which will be included. 


3. Do not assume that all publica- 
tions can handle the same insert— 
even if they are bound in the same 
manner and have the same page size. 
Printers use different equipment and 
methods and what can be handled by 
one printer cannot always be han- 
dled by another. 


4. Come to a clear understanding in 
advance of publication on any extra 
charges involved in the handling of 
your inserts. This can easily elim- 
inate a lot of headaches for everyone 
concerned. 


5. Be sure to check with the pub- 
lisher in advance on the delivery 
deadline for your inserts. In many 
cases, extra time is required to prop- 
erly handle inserts. If your inserts 
are late, you may find yourself stuck 
with extra charges for overtime work 
and/or poor handling of their bind- 
ing into the magazine. 


6. Be sure to double check with your 
printer to see that all inserts will be 
packaged in a uniform manner. While 
this may seem like an unnecessary 
precaution, it is amazing how often 
inserts in a_ single package are 
stacked in different directions and 
end up being inserted upside-down 
or being backed-up in the wrong 
direction. A publication printer, 
working under very strict deadlines, 
can’t very well check each sheet to 
see that it was properly stacked. 


Tell More... 
Sell More... 


ROWNVILLE 


* 
( | 

Tell the complete sales story 
and save more by using Amer- 
ica’s three favorite lightweights. 
A 17x22 broadside rides free 
with regular mail. All three 
Brownville lightweights handle 
easily, deliver smoothly, and 


produce unusual, attractive ef- 
fects in black or in color. 


Insist on: 


SEA FOAM BOND — 9 Ib. lightweight, first 
sulphite manifold on the market. Ideal 
for second sheets, business forms, stuff- 
ers, broadsides, folders, etc. 





- LAWRENCE OPAQUE —a 12-Ib. light- 
weight bond with opacity and economy 
of weight. Unexcelled for snap-outs, 
multi-copy forms, booklets, price lists. 

STARLITE OPAQUE BOOK — a strong 30-Ib. 
lightweight book paper with maximum 
opacity for fine color work. Tops for 
package inserts and brochures. Dull or 


gloss finish. Gloss takes up to 100- 
screen. 


Write on your letterhead 
for free sample book of 
each paper. Address 


Dept. AR-3 


BROWNVILLE PAPER CO. 


The Mill of Fine Lightweight Papers 
BRIDGE ST. BROWNVILLE, N. Y. 
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COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 


COLOR CARD...con- 

, tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 


ELVA-GLO® 


Fluorescent Papers + Cardboards 
Screen Colors + Bulletin Colors 
Signcloth 11 


Manufacturers of 
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7. Double check with the publica- 
tions involved on the exact number 
of inserts required. Spoilage allow- 
ances are greater with some types of 
inserts. 


8. Also double check on trim re- 
quirements. They aren’t the same for 
all publications. 44 


Suggests Special Papers 
For Political Campaign 


Paper will play an important part 
in this year’s political campaigns, 
according to Carter, Rice and Co. of 
Oregon, which is distributing two 
papers especially for election-year 
needs. Kleen-Stik, a weather-resist- 
ant sheet, is recommended for elec- 
tion banners, bumper strips, and 
other advertising-promotion jobs. It 
can be used in letterpress, offset and 
screen process printing. 

Campaign Post Card has a bright 
white color and a smooth-coated sur- 
face. It is suitable for the great mass 
of political printing where halftones 
are used, the paper merchant states. 
Letterpress and offset printing are 
practical with this paper. 

Additional details are available. 


For your copy circle No. 524 on the 
Readers’ Service Card inside back cover. 


Unusual Die-Cuts Add 
Sales Appeal to Paper 


Admen should capitalize on unus- 
ual paper shapes and boldly con- 
trasting colors, according to Curtis 
Paper Co., Newark, Del. The com- 
pany has prepared a sampler of its 
Stoneridge line, using accordion fold 
tip-ins, odd-sized booklets, die-cut 
covers and extra covers. Unusual 
treatments like these, the manufac- 
turer asserts, attract the prospect’s 
attention and stimulate sales. 

Curtis Stoneridge has a felt finish 
and comes in a range of striking 
colors—red, blue, gray, copper and 
green —in text and paper weights. 
White and ivory are stocked in a 
large variety of weights and sizes, 
according to the folder. 


For your copy circle No. 525 on the 
Readers’ Service Card inside back cover. 


Print Proxies in Color, 
Paper Bulletin Urges 


Color can help many businesses 
solve the problem of getting proxies 
back on time, says the current issue 


of “The Color Letter,” issued by 
Whiteford Paper Co., New York. 
Consultant Faber Birren recom- 


Well-Thumbed Sample . . . Specimen book 
of Old Hampshire Bond, 100% rag paper, 
was designed and printed by Will Bradley 
in 1895 and used steadily to show the 
line’s range of colors. Byron Weston Co. 
is still making the paper. 


mends that an Influence Bond (in 
subdued shades like sandstone or 
platinum gray) be used for the letter 
of request. The proxy form and re- 
turn envelope should be produced on 
Impulse Bond (in brighter colors like 
flame red or sulphur yellow for im- 
mediate impact and response), he 
says. 

“Send out half your proxies in 
these recommended combinations,” 
the bulletin suggests, stressing that 
studies show messages are retained 
up to 50% longer when color is used. 
Special inks for use with these two 
bonds can be furnished by the com- 
pany, according to the bulletin. 


For your copy circle No. 526 on the 
Readers’ Service Card inside back cover 


Record Package Features 
Ingenious Construction 


To promote an eight-piece set of 
children’s orchestral records, Simon 
and Shuster, New York, is using a 
treasure chest type of packaging de- 
signed by Hinde & Dauch, San- 
dusky, O. 


Features of the package include: 


e One-piece construction that fea- 
tures self-locking top and bottom to 
speed packaging time for the record 
manufacturer. 

@ Specially die-cut side flaps that 
hold the eight records in position 
during shipment and provide ample 
protection without the necessity of 
using interior packing pieces. 

e A special, built-in die-cut handle 
to encourage “take home” sales and 
save rewrapping for the retailer. 

e An eye-catching exterior design 
in black, red, yellow and lavender 
that features detailed, descriptive 
copy about the contents and a prom- 
inent price spot on the cover. 44 





OZALID 


PRINTS Solve 
Production Problems 


How an agency has turned to various methods of 


reproduction to help solve its special problems. 


By William A. Arter 

Creative Director 

Byer G Bowman Advertising Agency 
Columbus, O. 


It was Thursday afternoon, a rath- 
er quiet Thursday at that, when an 
account executive at our agency sent 
out an S. O. S. One of his clients had 
asked him to place full-page news- 
paper ads in some thirty Sunday 
papers —the coming Sunday. Ob- 
viously the ads would have to be set 
by the papers, but careful layouts 
must be sent to each paper. 

Most of the afternoon was spent 
getting space reserved by phone, 
writing the copy and getting it and 
a layout okayed. That evening a 
careful layout was made on stout tis- 
sue and left unmounted (for a spe- 
cial reason). First thing in the morn- 
ing a crew visited our 
blueprint company. 

With them they had 30 sets of 
mimeographed copy, an equal num- 
ber of addressed and stamped enve- 
lopes—and the tissue rough. The 
blueprint firm started feeding the 
layout through its Ozalid machine 
and produced 30 clean, sharp black- 
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on-white Ozalid prints in just a few 
minutes. As the machine ground out 
the prints, they were folded and 
tucked into the envelopes. In half an 
hour the entire batch was in the post 
office. Every ad ran on schedule. 


>Perhaps you have overlooked 
Ozalids when you need lots of prints 
in a hurry. They have plenty of ad- 
vantages besides speed of produc- 
tion. They are far cheaper (10¢ a 
square foot and less) than photo- 
stats. Large sizes are readily avail- 
able. They are light in weight—a fac- 
tor to consider when air-mailing. 
And they reproduce pencil layouts 
in an especially pleasing manner. 
There are a few cautions to note 
if you plan to use Ozalid prints. Your 
copy must be on translucent paper. 
Ordinary layout tissue is fine unless 
it is unusually flimsy. If you have 
reverses to indicate, don’t try to do 
it with white over’ black (which 
won't reproduce) but by 
clear paper for white letters. 
Ozalid is a direct contact, chemical 
process, so no reductions or enlarge- 
ments are possible. When we want a 
number of copies for various uses we 
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get prints made before mounting the 
original tissue for presentation. Once 
we have the copies we mount the 
tissue any way we wish. 


> Ozalids are first cousins to blue- 
prints, the familiar method that pro- 
duces white line prints on a blue 
background. Not long ago we were 
asked to produce a very limited 
number (15) of presentation port- 
folios for a manufacturer’s salesmen. 
The quantity was obviously too small 


Prints & You 


How do you use prints in your ad 
vertising production, promotion or mer 
chandising activities? If you've devel- 
oped some special application for any 
kind of print—blueprint, Ozalid, Thermo- 
Fax, photostat, or any other method 
it may be your opportunity to pick up 
an easy $10. Just tell AR’s “How I 
Solved It’’ editor about your pet project 

and send along an illustration if pos 
sible. If your solution is selected for 
publication, AR will send you a check 


for $10. See page 18 for complete de 
tails. 
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Project Sharp Images | 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


ArtOGraph 


Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned 


Write for 
folder! 


Takes up no floor 
Tole a Meee) 1 Mo 71 


lol Mel -1ole MME J -l> 14 


Pee 


NGEL, INC. 
128 Wash. ve., iin Minneapolis 14, Mina, 
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Compare the exceptional merits . . . 
*proctical *efficient *economical *the 
finest available. 


StaSet always forms a flat firm 
bond, dries quickly and never wrinkles 
paper. 


Efficient as a single surface or 
double surface adhesive. Excess rubs off 
easily. Assures fast, neat paste-ups or 
mounting. 


Sold at all finer art stores. 
Insist on GENUINE StaSet. 


THE MONET COMPANY 


43 South Ave. Fanwood, N. 
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“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to— 


Dept. AR-5 


We ee a ee 
: 6408 WOODWARD AVE 
DETROIT 2, MICH 
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to consider letterpress printing or 
lithography. Photostats were consid- 
ered but we finally hit on the idea 
of making the whole portfolio a 
“Blueprint for Action” on the com- 
ing promotion. 

Layouts were done on tissue. Most 
of the lettering was done with Speed- 
ball pens, and special shading effects 
were added with pencil and graph- 
ite sticks. It was necessary, of course, 
to remember that all values would 
be reversed, and plan accordingly. 

The portfolios were assembled with 
a stiff board back and a sheet of clear 
acetate over the front cover page. 
The entire book was punched and 
plastic-bound by the local paper 
company. The appropriateness of ac- 
tual blueprints for an elaborate 
“plan” was a factor in the huge suc- 
cess of the promotion. 


>We have since borrowed the idea 
for other clients. The most recent 
was for a book, to be carried by just 
eight salesmen, outlining a 13-week 
tv-movie series—one page to a pic- 
ture. The cost of producing these 
“limited editions” is surprisingly 
modest. Copy is prepared for blue- 
printing in the same manner as for 
Ozalids. It must be on tissue; or trac- 
ing cloth if you prefer a more per- 
manent master. 

Both Ozalid and blueprints are on 
paper that has a satisfactory surface 
for use of pencil, paint or pastels. 
We exploit this feature to great ad- 
vantage in the preparation of sketch- 
es for “spectacular” window displays 
to be built by the display department 
of one of our clients. 

It works like this: We prepare 
miniature roughs until one is ap- 
proved. Next we make a careful pen- 
cil line drawing to scale on tissue. 
Then we get a dozen or so Ozalid 
prints (black line on white back- 
ground). These are colored by hand 
with colored pencils and pastels. 
With a minimum of effort we pro- 
duce several optional color schemes. 

Then we take a very light print 
(ordered thus) and add all dimen- 
sions and construction details includ- 
ing back-bracing, etc. Finally, we 
supply the display manager with the 
okayed color-rendering, the detail 
sketch and several additional prints 
for him to use in working out fur- 
ther details. 


>We have found the same plan 
works well when we have any spe- 
cial designing problem where it is 
desirable to show optional color 
schemes. Sometimes we want to use 
poster colors to show the various 
color suggestions. In such cases we 
dry-mount the print to heavy illus- 
tration board and have an excellent 
surface on which to paint. The crisp 
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Blueprint Portfolio .. . ‘Limited edition 
book was designed to outline 13-week 
tv-movie series—one page to a picture. 


light lines of the underlying sketch 
are hardly noticed when the color 
is added. 

We make the fullest possible use 
of photostats in the preparation of 
advertising. In preparing layouts we 
often get “stats” to size of any photos 
to be reproduced and paste them to 
position. It creates as nearly as pos- 
sible a preview of the actual piece. 
For reversing type that is not too 
fine we use negative stats—notifying 
the operator that they are for repro- 
duction. He uses special paper and 
takes extra care with them. 

However, when critical detail is to 
be reproduced, we prefer to use reg- 
ular photographic prints. This is 
especially desirable when reducing 
fine-line art to be pasted up for ads 
or literature. An added advantage in 
the case of art frequently re-used 
(trademarks, logos, etc.) is that we 
key the negatives and can order ad- 
ditional prints, to any size, by 
number. 


> Our print problems are never en- 
tirely solved by outside suppliers, 
however. Sometimes we need a ref- 
erence print in seconds. We can have 
one by either of two methods. We 
use a reflector-type photo-print de- 
vice, and a relatively new device 
based on development of image by 
heat. In either case we can repro- 
duce from opaque copy with good 
results. 

The heat process, called Thermo- 
Fax, is the simplest, quickest way 
we've ever seen. There are no liquid 
chemicals involved. Positive prints 
are made in six to eight seconds, 
direct from the copy, with no inter- 
mediate, negative step. There are 
two models of the device—a portable 
one in which copy and print paper 
are fed into the machine between 
driven rollers, and a flat-bed type. 

We chose the latter so we could 
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Now! 4-second copies... 
made the All-Electric way 


PRODUCT OF 


| RESEARCH 


COPYING MACHINE 


A totally new idea 
in office copying... Thermo-Fax is All-Electric 


COPYING MACHINE 


—needs no chemicals or negatives 


SRORREKERRR ARTES ERS 


Here’s new speed in office copying . . . and new economy too! The revolu- 
tionary, All-Electric THERMO-FAX Copying Machine gives you perfect 
copies in 4 seconds... for as little as 4%2¢ per copy. The exclusive All- 
Electric process means you copy without chemicals, masters or negatives . . . 


right in ordinary office light. Just plug it into any outlet and you're all set 


to get copies of orders, invoices, memos, letters, articles—the things you 
need copied most—when you need them most! Send the coupon below now 
for full details on the economical, All-Electric way to speed copying and 
communications in your office. 


SBRRERERSERSEARSERASERERERSRE 


Minnesota Mining & Mfg. Co. 


pe otal Dept. KG-56, St. Paul 6, Minnesota 
ermo- X Send complete details on the THERMO-FAX Copying Machine 


and how it can save time and money for my office. 
BRAND 


Duplicating Products 


The term THERMO-FAX is a registered trademark of Add 
Minnesota Mining & Mfg. Co., St. Paul 6, Minn. Gen- ress 
eral Export: 99 Park Avenue, New York 16, N. Y. 
In Canada: P. O. Box 757, London, Ontario. State 


Name 


Company 


p----------- 
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CHROMASTAT® 


color copy prints 


Send each individual the idea in color 
for faster approval. Chromastat photo- 
copies diagrams, art work, actual 
mock-ups directly. Each a master 
print, enlarged or reduced, made in 
1-2 days. Write for brochure. 


®RAPID COLOR PRINT COMPANY 
first & finest colorstats since 1948 
212 So. Central Ave., Glendale, Calif. 


Also Standard Studios, Inc., Chicago 
Dunn Blue Print, Detroit 
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The Free RCS House 
Organ Idea Kit 
contains offset 
printed samples 
ranging from 
simple typed sheets 
to elaborate 
booklets. 


Here's evidence 

of how offset 
printing and low- 
cost RCS Planoc- 
raphy can be 
tailored to do an 
effective job for 
you, no matter the 
size of your budget. 


Newsletters are 
ideal to simplify 
direct-mail 
production, provide 
continuity, and 
coordinate your 
promotion. 


Offset gives art 
work the versatility 
to make ideas 
more effective. 

RCS offset printing 
assures quality that 
is a hallmark of 
good reproduction 
regardless of cost. 


Send for the 
House Organ Idea 
Kit or an estimate 
now! 


Rush my House Organ Idea Kit to: 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 
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reproduce from rigid, mounted lay- 
outs, booklet pages and the like. The 
one great disadvantage to the method 
is its inability to reproduce most 
colors. Most any black and white 
copy (printing, typing, India ink and 
graphite or carbon pencils) repro- 
duces very well. The prints are on 
slightly tinted paper. 


>Our greatest use for Thermo-Fax 
prints is to get copies of layouts for 
typesetters, photographers and out- 
side artists. We often send copies of 
the layouts to several printers for 
simultaneous quotations. Of course 
frequent demand is made on the ma- 
chine for copies of letters and other 
written and printed matter. 

Recently we made layouts for 32 
separate giant postcard mailing 
pieces. A number of elements were 
common to all pieces. We made 
Thermo-Fax prints of these elements 
and pasted them to position. It was 
not necessary that the layouts look 
elegant, so the patched up effect was 
acceptable. 

No one method of producing quick 
prints is ideal for all purposes. To 
sum up the methods quickly: 


e Ozalid and blueprints reproduce 
same size only and from translucent 
copy only. 

e Photostats, including the new col- 
or stats, reproduce from almost any 
copy, opaque or translucent, in en- 
larged or reduced sizes. 

e Office copying is simple with either 
reflection-type photo-copying equip- 
ment or Thermo-Fax. Both copy 
same size only. Neither is suitable 
for reproduction. 

e Regular photographic copying is 
best for reproduction of artwork for 
letterpress printing or lithography. 

e Ozalid or blueprints are cheapest. 
e Regular photography is most 
costly. 4¢ 


Folder Series Discusses 
Color Retouching Craft 


“The Art of Color Transparency 
Retouching” is the over-all title of 
six brochures prepared by Estelle 
Friedman Associates, New York, to 
provide readers with an insight into 
this specialized photographic field. 
Each brochure, created and designed 
by Lawrence Gussin, discusses a 
separate aspect of the subject. 

The initial folder gives an over- 
view of color transparency and re- 
touching. Subsequent ones take up: 


e Color adjustment of color trans- 
parencies 

e Focal point retouching 

e Specialized retouching 


e Composites and silhouettes 
e Duplicates and their application 


Skilled retouching, the folders em- 
phasize, can correct for imperfect 
exposures, color variations, imper- 
fections in models and displeasing 
details in sets. It has the additional 
value of preserving highlights, tonal 
values and color brilliance. 

Alterations and color changes, ac- 
cording to the series, can be made 
directly on the film without being 
apparent. A transparency may be 
lightened or darkened and objects 
added or deleted. Dyes used in rec- 
tifying values are identical in color 
to those which are used in the emul- 
sion of the film, thus assuring match- 
ing tones. 

The six brochures come in a file 
folder for permanent reference. 


For your copy circle No. 511 on the 
Readers’ Service Card inside back cover 


Folding Unit . . . Drawing board made by 
Arnott-Jamestown is attached to desk or 
table drawer by hinges, moves easily into 
position on the desk top at a comfortable 
working slope. 


Foldaway Drawing Board 
Tucks Into Desk Drawer 


A folding drawing board that tucks 
into a center desk or table drawer 
has been developed by Arnot- 
Jamestown, New York. It is de- 
signed especially for those who com- 
bine some artwork with regular 
desk jobs. 

The Foldaway unit consists of a 
complete drawer, drawing board and 
parallel rule. Although primarily 
made for the Arnot line of office 
furniture components, the unit can 
be easily bolted or screwed to any 
conventional desk or table top. 

When folded away, the drawing 
board is completely out of sight, and 
the whole unit appears as a conven- 
tional center drawer, leaving the 
desk clear for regular paper work. 
Units come in two sizes: 24x24” 
drawer equipped with a 20x15” 
board; and a 30x30” drawer with a 
26x21” board. Three colors are avail- 
able: mist green, silver gray and 
tan-tone. 44 





DESIGNERS’ MAT 
WATER COLORS 


Brilliant 


Fine Artist Quality Opaque Designers’ 
Colors for illustrating and all commer- 
cial art. For brush or airbrush. Selected 
palette of 45 colors—in ¥%-oz. glass jars. 


COLOR CARD ON REQUEST 


F. WEBER CO. 


Manufacturing Artists’ Colormen since 1853 
OIL ¢ WATER e@ TEMPERA: PASTEL 
ce and factory 
1220 Buttonwood St 


PHILADELPHIA 23, PENNA. 
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COLOR 
TRANSPARENCY 
RETOUCHING 


assembly and photo composing 
duplicate t¥ansparencies 


1h 
send for tetbigt 
MAX JAIKIN 


58 w. 57 st., n.y. 19, circle 6-8712 
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ARTISTS 
Male or female 
Permanent staff position open for layout art 
ist. Should be capable of good finished lay- 
out for magazine ads for national accounts. 
Also need keyline and pasteup artist. Sala- 
ries in line with going studio rates. Write: 
Mrs. F. Bennett c/o Connor Associates, Inc., 
121 Hill Avenue, Aurora, Illinois. 


\M NEVER WITHOUT MY 


te rsh 2 
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Three for the Show . . . New cork alpha- 
bets announced by Grace Letter Co. come 
in script, Roman and italic styles, are 
ready-gummed for display use. 


New Faces Added 
To Display Letter Line 


Three newly designed alphabets 
have been added to the Graforel line 
of three-dimensional cork display 
letters. Produced in Paris, they are 
distributed in the U. S. by Grace 
Letter Co., New York. The fonts are 
ready-gummed, can be applied easily 
to almost any clean, dry surface after 
moistening. They are durable and 
flexible and will take any kind or 
color of paint, the manufacturer re- 
ports. 

“Atlas” is a bold serif face in 
italics, designed to suggest power 
and movement in display headlines. 
“Galion” is the Roman version of 
“Atlas.” 

The third new face in the Graforel 
line is “Calam,” a script recom- 
mended for giving special emphasis 
to key headline phrases. 

Display letters in 16 sizes from 
3/16” to 6” are available. Giant sizes 
of the cork letters, up to 8” high, 
may be specially ordered. 44 


Expert Tells How to Get 
Better Advertising Photos 


“Photography in Advertising” is 
the theme of the current issue of 
“Envelope Economies,” a 16-page 
booklet published by Tension Enve- 
lope Corp., Kansas City, Mo. Eugene 
I. Stein, Jr., president of Kaufmann 
and Fabry Co., prepared material for 
the issue, which explores such sub- 
jects as fitting the photo to the idea, 
planning the picture, retouching and 
the use of stock photos. 

The booklet, frankly aimed at the 
nonprofessional photographer, con- 
centrates on camera fundamentals 
and illustrates steps in the photo- 
graphic process with pictures and 
informative text. 


For your copy circle No 12 on the 
Readers’ Service Card inside back cover 





EVERY DAY IN EVERY WAY 


YOUR VERY BEST BET 


GENUINE PHOTOS 
FOR ADVERTISING- PUBLIC RELATIONS 


PRICE PER PRINT 


8x 10 SINGLE WEIGHT GLOSSY 
FROM YOUR NEGATIVE 





100 | 250 | 500 


'32| 20] 14| 10 [av] 8 [74 [62 | 


Add $1.35 for copy negative if not available 
COMPLETE PRICE LIST ON REQUEST 


BUFFALO PHOTO COMPANY 


152 W. HURON ST. « CHICAGO 10, ILL. 


SU 7-6476 
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PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! ‘Storyboard’ 
TV Pad —for full-size 


visuals! 


Here's our brand new 

TV storyboard pad that 

allows you to make vis- 

vals of TV scripts in big 

5 x 7” panels. Each page has 4 large video and 
audio panels against a 70%, gray background. 
Each segment is perforated so that when the TV 
show has been visualized on the pad, the per 
forated segments can be taken apart and bound 
to form a complete TV storyboard or presentation. 
Size 14 x 17”. 200 Segment to the pad 


No. 72C—TV STORYBOARD PAD $2.50 ea. 


The Copi-Counter 


Just roll it over your copy 
it counts while it rolls! 


THIS LITTLE DOUBLE-DIAL 
indicator, graduated in 
inches and picas on one 
side and inches and agates 
on the other side, is the 
new time saving instru 
ment for rapid counting of 
typed manuscript lines, 
measuring columns of type, galley cuts or other 
dimensions of type. In operation, the wheel is run 
up the pages or columns and the length in inches 
or total number of typed lines is indicated on the 
dial. A time saver for typesetting, by quickly 
estimating the total character count, from which 
the number of typed lines can be determined 


THE COPI-COUNTER $4.95 
Write on your letterhead for 
200-page catalogue of art sup 


plies. ‘“‘An Encyclopedia of Ar- 
tists Materials”’ 


UU Mit eae 


2 WEST 46th ST., NEW YORK 
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When you deal with Monsen, you are assigned 
a personal Account Service man who knows 
typography and quickly learns your needs. 
His job is to give you whatever help you require in planning and 
in the shop. He gets your job going right, first time, and 
keeps it on schedule. A large staff of top craftsmen cast, set, 
proofread and pull the final proofs of your work with the finest 
equipment available . . . to give you the kind of typography you want, 
at the time you want it, day or night, no matter where you are. 
And no one is more than a few air mail hours from a 
Monsen plant. Monsen pays all postage, coming and going. 


Write today for our 
I ypographic Handibook 
and Monsen Mail Service Kit. 


typographers 
just send a card to... 


Chicago 11 

22 East Illinois Street 
Los Angeles 15 

928 South Figueroa Street 


Washington 1, D.C. 
509 F Street, N.W. 
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Are new trends developing in 
advertising art? Entries in the 
annual exhibits staged by the 
Artists Guild of Chicago and the 
Society of Typographic Arts indi- 
cate a change, at least, in the 
pattern of former years. 


Several surprises were in store for 
viewers of this year’s Artists’ Guild 
exhibit and Society of Typographic 
Arts’ show. These two Chicago an- 
nuals, which span the spectrum of 
commercial art and design, gave 
signs of some rigorous new thinking. 
Some musty cliches were discarded; 
there were fewer gimmicks for gim- 
micks’ sake; and selections, particu- 
larly in the STA show, were more 
evenly weighted than in past years. 

Leading off in the departure from 
tradition was the Artists’ Guild ex- 
hibition of commercial art. For the 
first time in ten years its top Gold 
Brush award went not to an artist 
but to a photographer, marking the 
spectacular rise of color photography 
in advertising art. Dick Boyer, whose 
work appeared in the 1955 Chicago 
Art Directors show, won first prize 


a Steuben crystal vase — for his 
graphic shot of a woman’s gloved 
hand plunging into a swirling auto- 
matic washer. The color photograph 
was the pivot of recent Bendix ad- 
vertising; black and white versions 
and a wood engraving were devel- 
oped from it. Earle Ludgin was the 
agency, George Goldberg the art 
director. 

The jury for the Guild exhibition 
consisted of George Baier, art direc- 
tor, J. Walter Thompson Co.; A. F. 
H. Armstrong, vice-president in 
charge of creative services, Leo Bur- 
nett Co.; and Walter Howe, director 
of design and typography, R. R. Don- 
nelley & Sons. Awards were made 
in 11 categories: 


e Advertising illustration 
Editorial illustration 
Humorous illustration 
Stylized illustration 
Photographic illustration 
Still life illustration 
Design of a complete unit 
Lettering 

Retouching 

Television commercials 
Experimental advertising art 


Although photography made im- 
portant inroads in the Guild exhibit, 
major emphasis was still squarely on 
illustration. There was no predomi- 
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CATALOC 


5. Catalog 


Judges Martin, Beall and Bayer. 


nance of “loose” or “tight” tech- 
niques; styles ranged all the way 
from the meticulousness of Wallace 
Brodeur’s transparent water color of 
Union Station to Phoebe Moore’s 
stylized sketch of a woodworker that 
suggested a woodcut itself. 


> By far the greatest number of en- 
tries submitted were humorous and 
stylized illustrations, reflecting the 
growing use of whimsical, off-beat 
treatments in advertising art. Here 
the combined influence of animation 
techniques and European advertising 
illustration were clearly felt. Car- 
toon-style ads got the message across 
with a minimum of words. 
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2. Newspaper ad 


6. Poster 


Credits: 


7. Book Package 


ll 1. Personal Christmas card by Lawrence Muesing; 2. Newspaper 


advertisement for Joseph Salon Shoes by Jay McDonough; 3, 4. 


an 


Coming to the fore in the Guild 
show was a combination art-and- 
photography technique. This min- 
gling of elements, in which the pho- 
tograph supplies a realistic setting 
and the artwork sets the mood or 
scene, resulted in some fresh and 
arresting effects. 

Among the purely photographic 
entries it was interesting to note the 
use of soft focus and shadow tech- 
niques to create a special mood or 
draw attention to the background. 

Between the Guild show, with its 
focus on illustration, and the Society 
of Typographic Arts’ exhibit, with its 
concern for design and typography, 
there was some expected overlap- 


Newspaper advertisements for Marshall Field & Co. by Fran 
Foley; 5. Catalog for The Art Institute of Chicago by Lynn Martin; 


6. Poster for Butler Brothers by Larry Frykholm; 7. Books design 
for The Great Books by Bruce Beck. 


ping. The Guild classification, “De- 
sign of a Complete Unit,” came clos- 
est to the interests of the STA show. 
Winnie Fitch’s letterhead and bill- 
head unit won first prize in this cate- 
gory and was accepted in the STA 
show as well. 


> Typography in the Guild exhibit 
tended to the use of extended and 
Egyptian underlining their 
widespread popularity. Clarendon, 
Cheltenham and antique ornamental 
types were very much in evidence, 
as was a range of sans serifs. 

This year’s STA show left an im- 
pression of greater vigor and better 
balance than its last two annuals. 


faces, 





9. Color photograph 


12. Lettering 


14. Humorous illustratior 

15. Stylized illustration 
8. Editorial illustration, Richard Loehle; 9. Photograph for 
Bendix, Dick Boyer; 10. Tv commercial, Sugardale Products, 
Jack Strausberg; 11. Still life, Campbell Soup, John Howard; 
12. Lettering for Grant-Jacoby Studios, Dick Joyce; 13. Edi- 
torial illustrations, ‘‘Kiwanis,’’ Fred Steffen; 14. Humorous 
illustration, Jack Strausberg; 15. Stylized illustration, Bundy- 
Freiday Studios, John Solarz 


The jury for the 29th exhibition 

designers Herbert Bayer, Lester 
Beall and Noel Martin—rejected 90% 
of the entries submitted. The result 
was a smaller and more select ex- 
hibit, with just 89 pieces accepted. 
No awards were given, following last 
year’s precedent, since admission 


Commercial booklets 
Catalogs 

Packages and folders 
Book jackets 
Magazine covers 
Stationery 


More packages were accepted than 


alone was considered significant. In 
this practice the STA agrees with 
American Institute of Graphic Arts 
policy. 

A certificate of excellence, how- 
ever, was awarded for each item. 
Categories included designs for: 


e Advertising 
e Books 


items in any other group, 13 in all. 
As in the past, Sears Roebuck was 
up front for its emphasis on good 
design; seven of the 13 packages, 
representing as many designers, were 
executed for Sears. (See “How Sears 
Has Geared Packages to Self-Serv- 
ice,” July 1954 AR.) 


> Designers who have more than one 


10. Tv illustration 


13. Editorial illustration 


Winner Boyer, Jury member Baier. 


specimen in the exhibition are fa- 
miliar to those who follow Chicago 
graphic productions: Bruce Beck, 
Morton Goldsholl, Franz Altschuler, 
Gordon Martin, Fran Foley and STA 
president Susan Karstrom. Some of 
those exhibiting were also bright 
stars of the Artists’ Guild exhibit. 
As a whole the show stood for 
clean, sophisticated handling of type 
and design elements, ranging from 
work in the Bruce Rogers tradition 
to inventive pieces showing the In- 
stitute of Design influence (carefully 
assimilated). Many of the designers 
are I.D. graduates and former stu- 
dents. 44 
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Do it yourself with 


- .. the only paper type 
mounted on a compact wood- 


en type holder for easy use. 
SET EVERYTHING 


Anyone can set headlines and body 
text for ads, printed pieces of all 


kinds. 
QUICKER, EASIER 


Aligns automatically to straight 
edge, tabs overlap allowing special 
spacing for special letter combina- 
tion; no opaquing between letters 
required. 


d 
COSTS LESS 


Each stick contains up to 62 differ- 
ent characters in pads of 50 each— 
3000 characters in all. 


COMPLETE FONTS 


TpustOw a: $2.25 to $11.25 


WRITE FOR 
CATALOG Showing 
130 Type Faces 


PRESTO PROCESS CO. guchester, NY. 


. . . for more details circle 628, page 105 


C ‘Est Magnifique! 


At last! A case designed to hold calling cards! The 
SECRETARIAT is entirely new, practical, different, 
beautiful. Turns calling cards into handy reference 
cards. Keeps authentic recoids of those with whom you 
do business. No copying or mistakes. Names always in 
order when cards are filed in your SECRETARIAT ac- 
cording to companies, persons, or products. Holds up to 
500 cards, doubles as a smart cigarette case. 50 blank 
name and address cards included. Sturdy, gold tooled, 
fine wood panelling, lined velours, brass plated card 
stopper and hinge. Available in 4 colors of beautiful 
simulated leather: Ginger, Maroon, Black, Green. $5.95 
postpaid. Initials, 25c per letter. 


House of André 


1913 First National Building 
Oklahoma City 2, Oklahoma 


. for more details circle 600, page 105 





iF YOU SPECIFY TYPE 


Let us prove how the 
WORLD'S HANDIEST TYPE BOOK 


can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 
F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, til. 


. . « for more details circle 564, page 105 
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Haas Casts Clarendon 
On American Point System 


Clarendon, the Victorian slab-serif 
face which has staged a dramatic 
comeback, is now available in a 
European cutting imported by 
Klingspor-Stempel-Haas Type- 
founders, Morristown, N. J. 

Designed by Herman Eidenbenz, 
Original Haas Clarendon resembles 


Haas Clarendon 


ABCDEFGHIJ 
abcdefghijklmn 


the English originals (cast around 
1845) but has lighter serifs and 
greater differentiation of color. A 
specimen sheet showing range of 
sizes is now ready. Original Haas 
Clarendon is cast on the American 
point system. 

The import was produced by the 
Swiss typefoundry of Haas, which 
recently joined the sales organiza- 
tion of Klingspor Stempel. Other 
Haas display faces are available on 
European body (slightly wider than 
American) and American height. 

Two other cuttings of Clarendon 
were described in AR (“Two New 
Versions of Clarendon Introduced,” 
Sept. 1955, p. 124). 

A specimen booklet of Haas Clar- 
endon is available. 


For your copy circle No. 518 on the 
Readers’ Service Card inside back cover 


Catalog Shows Range 
Of Paste-Up Alphabets 


A sample of Cello-Tak paste-up 
lettering, plus a 24-page catalog 
showing the company’s entire line of 
alphabets, is now available. More 
than 200 popular type faces are illus- 
trated in sizes from 18 to 144 pt. 
Many of these, according to Cello- 
Tak, are not available in the largest 
type shops and composing rooms. 

By a new process of manufacture, 
razor-sharp alphabets are produced 
on micro-thin acetate with adhesive 
back, the company reports. The 
sheets are printed on both sides of 
the acetate in registration. To create 
a line of display type, the user sim- 
ply cuts the desired letters from the 
acetate sheet with a razor, places 
them in position and rubs them with 
a finger nail to make them stick. 

The alphabets are suitable for off- 
set, letterpress and screen process 
reproduction, according to the cata- 
log. 


For your copy circle No. 519 on the 
Readers’ Service Card inside back cover 


Guide Shows How to Fit 
Copy to Any Layout 


An unusually comprehensive copy - 
fitting guide, the “Intertype Ready 
Reckoner,” is now out in a new 22- 
page edition. The booklet makes it 
easy to fit copy to any layout or de- 
termine how many pages a manu- 
script will make in any type face 
selected, in any width of setting. 

Tables show the name of each In- 
tertype machine face, point size, 
length of lower case alphabet in 
points, number of characters in one 
pica and the number of characters 
in all measures from 10 picas to 30 
picas. For type faces not contained 
in these tables, a special supplemen- 
tary tabulation is provided which 
gives the character count for various 
alphabet lengths. 

The current edition includes such 
new faces as Imperial, the complete 
Futura series, many new Gothics as 
well as Cornell, DeRoos and Century 
Schoolbook, plus many other faces 
that appeared in earlier editions. A 
page of proofreaders’ marks com- 
pletes the book. 

The Intertype copyfitting guide 
was introduced more than fifteen 
years ago and has been revised from 
time to time as new faces have been 
added to the Intertype library. It is 
designed to make possible quick and 
accurate type computation. 


For your copy circle No. 520 on the 
Readers’ Service Card inside back cover 


Linotype Ofters Memphis 
In Seven Type Weights 


A new Memphis specimen folder, 
released by Mergenthaler Linotype 
Co., Brooklyn, illustrates all seven 
type weights of this adaptable slab- 
serif face. Of special interest are the 
condensed versions in this series, 
which come in Memphis Medium, 
Bold, and Extra Bold. 

Sizes for text and display range 
from 6 to 36 pt. To guide readers in 
specifying type, the folder outlines 
the uses and advantages of each 


_ member of the Memphis family 


light, medium, bold and extra bold, 
as well as the condensed forms. 

Stressing the utility and visibility 
of this even-colored face, Mergen- 
thaler Linotype states that it repro- 
duces well by letterpress or offset. 
Memphis has long been used by in- 
dustrial advertisers and commercial 
printers for both heads and text 
matter. 

Companion italic versions are 
available in several Memphis weights 
and sizes. 


For your copy circle No. 521 on the 
Reade Service Card inside back cover 





Before your very ere 
The home sewing markt for 


Synthetics 
is gettang bagger and taper 


seinen by Retin 


ee te mee eed eect whee er 


Dramatic Merchandising Sells Fabrics 


micks’’ were used by Burlington Mills to dramatize six major 
points of a merchandising program at the retail level. Gimmick 


Advertising ‘‘gim- 


Clever Gimmicke 


campaign was decided on when the company discovered it 
couldn’t get all its buyers and managers together in time to 
drive home a regular promotional campaign 


pave the way for Burlington Mills salesmen 


By Paul Geden 
Advertising Manager 
Burlington Mills 
New York 


When Burlington Mills started to 
plan a promotional campaign for 
over-the-counter fabric sales for 
Spring 1956, it was decided there 
were actually three problems to 
solve. 


1. To make store management and 
responsible individuals within piece 
goods departments realize the neces- 
sity of giving a fashion atmosphere 
to the piece goods department and 


to do away with the antiquated and 
damaging merchandising method of 
selling piece goods on price appeal 
alone. 


2. To alert the retailer to the grow- 
ing importance of fabrics made of 
man-made fibers for the home-sew- 
ing market. 


3. To promote a group of specific 
Burlington fabrics called “Beauty 
Blends.” 


“If we could get all the important 
piece goods buyers and merchandise 
managers in one room,” Ted Felner, 
vice-president, Burlington Mills, told 


me, “we could help them re-evaluate 
their selling and merchandising tech- 
niques based on fashion by the yard. 
We could point out the importance 
of buying fabrics early enough to get 
a full, profitable run, of keeping a 
close check on fast turnovers, of dis- 
playing fabrics dramatically to take 
advantage of our advertising plan.” 


>It quickly became evident, how- 
ever, that it was physically impos- 
sible to get all these buyers under 
one roof before January. This would 
be too late. 

So the advertising department 
was asked for suggestions as to how 
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Your CATALOG | 
bound in 
HARD COVERS 


compliments your products, adds 
prestige to your company, puts 
you ‘way ahead of your competi- 
tors. 


Call CA 6-3415 


Write Dept. AR for your free copy of 
“The Challenge to your W astepaper Basket” 


DENN Sa Aa 


Kenneth W. James, Pres 
200 VARICK ST... NEW YORK 14, N. Y 


. . for more details circle 631, page 105 


CLIPPINGS! 


We read over 3,200 Business, Farm 

and Consumer magazines as listed 

in Bacon’s 1956 Publicity Checker. 
Checker on approval $15.00 


SPECIALIZED CLIPPING SERVICES 


1. Publicity 3. Competitive Ads 
2. Competitive Publicity 4. Subject Research 


BACON’S 


CLIPPING BUREAU 
343 So. Dearborn St., Chicago 4, Illinois 
EL rue ab) 


. for more details circle 563, page 105 


THE WECK 


SECRET MESSAGE 
TH 


A powerful direct-mail advertising medium. 
@ INVISIBLE PRINTED Message ap- 
pears when card is wetted. When dry 
it disappears. Can be used again 
and again. 


“Has terrific impact” 
Send for Samples and Price List. 


WECK PROCESS CO. 
42 E. Zist St. New York 10 


for more details circle 663, page 105 


ae Reur MAIL $1.00 
23 JT FOR NEW 
"IDEA KIT" 


Contains 3 merchandising - 
“Smiling Inserts” that will get your direct 
mail READ. Request Kit K-3. 


861 Manhattan Avenue 
Brooklyn 22, N. Y. 


MARVIC 


. . . for more details circle 609, page 105 
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to tell this story to the retailer before 
the salesmen started their trips. 

We decided that a strong advertis- 
ing program in the pattern books 
would do the trick. 

The plan called for a full-color 
page to be run in the Spring issues 
of the five pattern books, Simplicity, 
McCalls, Vogue, Advance, and But- 
terick. 

The color area stayed the same but 
the pattern sketch changed with each 
pattern book. Each magazine was 
also keyed for response. 

This solved the problem of specific 
fabrics. The larger problem of telling 
the retailer about the growing impor- 
tance of the market itself was next. 


>Out of a series of ideas came six 
points that seemed “naturals” for 
dramatization. These included “an 
expanding market for synthetics. . . 
right timing .. . repeat orders...” 
and an advertising campaign. 

An idea for the first point came to 
life with a direct mail piece suggested 
by George Sharpe Co., New York, 
enclosing a flat piece of cellulose of 
about the thickness of a blotter. When 
it was put into water, it developed 
into full-sponge thickness in a mat- 
ter of seconds. 

This immediately suggested “an 
expanding market”... then came a 
matchbook for “hot” fabric ... an 
egg timer for “timing”. . 
for “repeat business” . . 
“advertising” . . 


. a pistol 
. a horn for 
. and a summing up 
of Burlington’s own advertising “in 
a nutshell.” 

From Sharpe came the sponges; 
from Lion Match Co., Long Island 
City, came the giant matchbook. 
From Enco Novelty Co., New York, 
came the egg timer, the pistol, the 
horn and the nutshell. 

Special packages were prepared 
each designed to stimulate interest, 
each package to have a letter and a 
gimmick. 


> The entire project was turned over 
to Irving Seitz of Sebro Packaging 
Co., Brooklyn. He took the gadgets 
and created special boxes to hold 
them properly. The boxes were made, 
the die cuts inserted, and the gadgets 
mounted in position. The letters were 
processed and put inside the boxes. 

Special shipping cartons were also 
developed for each package. In addi- 
tion, incidental printing, such as the 
folder inside the nut shell and stick- 
ers of the Burlington seal, were han- 
dled by Sebro. The packages were 
then mailed on the agreed-upon 
schedule. 

The mailings were set up to go out 
one a week for six weeks to a list of 
1,800 stores. The first piece went out 
in the last week of October 1955. 

From the first, reaction was favor- 


able, giving the salesmen a natural 
entry as they made their calls. 

In addition, the salesmen were 
given a complete promotion kit to 
help the store take full advantage of 
the full-color advertising. This kit 
included mats, display cards, glossies 
of special art, fact information sheets, 
and window and interior suggestions. 

44 
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Two-Language Booklet Pictured is 
page of Calvert booklet showing English 
script in one column, Jewish in adjoining 


Two Languages Enliven 
Calvert Wedding Book 


Calvert Distillers Co., New York, 
has come up with an interesting di- 
rect mail book that reads from back 
to front. Entitled, “The Jewish Wed- 
ding” (title on the back page), the 
booklet describes in detail Jewish 
wedding customs and traditions. 

Another interesting feature of the 
12-page booklet is the use of Eng- 
lish text on half of each page, with 
text in Jewish script on the adjoin- 
ing column. The center spread is 
devoted entirely to Calvert’s as an 
ideal wedding party drink (entirely 
in English). 44 


Catalog Helps Determine 
Exact Envelope Needs 


“For just about everything that 
gets mailed” says the cover of “En- 
velopes,” new catalog by Direct Mail 
Envelope Co., New York. And that 
description is just about right. 

Direct Mail Envelope Co.’s new 
catalog includes 32 pages of illustra- 





tions and descriptions of mailing and 
packaging devices, advertising self- 
mailers, multi-purpose mailers, die- 
cut mailing pieces, folders and stiff- 
eners, jumbo envelopes, etc. 

The opening page of the catalog in- 
cludes a section on envelope defini- 
tions and information, with specific 
information on envelope printing, 
additional charges, economical print- 
ing methods, etc. 

The next two pages make a “Where 
to Find It” spread, designed to be a 
quick reference to the catalog for 
readers. Here 22 different types of 
mailers—business envelopes, postage 
savers, open ends, corrugated fold- 
ers, etc.—are listed with appropriate 
page references. Each of the 22 cate- 
gories is illustrated, making it a sim- 
ple matter for the reader to find what 
he wants in a hurry. 

Throughout the catalog, illustra- 
tions, descriptive matter and price 
lists for quantity purchases are used. 


For your copy circle No. 530 on the 
Readers’ Service Card inside back cover. 


Direct Mail Techniques 
Discussed in Booklet 


Tested techniques of industrial di- 
rect mail advertising are discussed 
in a 16-page, two-color booklet, 
“The Effective and Profitable Use 
of Industrial Direct Mail Advertis- 
ing,” offered by the Direct Mail Di- 
vision, McGraw-Hill Publishing Co., 
New York. 

The booklet discusses the different 
uses for direct mail and describes 
methods and materials employed in 
actual practice. Divided into six sec- 
tions, the following direct mail phases 
are covered: 


Mailing lists 

Direct mail objectives 
Proven mailing pieces 
Mailing operations 
Costs 

Postal data 


Successful solutions to specialized 
problems in the field are also de- 
scribed in the booklet. 

For your copy circle No 31 on the 
Readers’ Service Card inside back cover 


Folder Describes Machine 
For Tying Mail Bundles 


Automatic machines for tying bun- 
dles of letters, circulars, publications, 
folding cartons, setup boxes, etc., are 
described in literature prepared by 
Felins Tying Machine Co., Mil- 
waukee. 

The machines, called “Pak-Tyers,” 
are available in several sizes, de- 
signed to accommodate different 
sizes of packages by height. There are 
no limitations on the width or length 


of packages that can be tied on any 
of the models. 

The machines use from three to 24 
ply cotton twine and between 25 and 
30 packages can be crosstied per min- 
ute, while 45 to 50 single tied pack- 
ages can be tied per minute. 

Power driven with a 4 h.p. motor, 
Pak-Tyers are controlled by a foot 
pedal or automatic trip lever. 

Pak-Tyers are equipped with heavy 
duty easy rolling casters for ease of 
movement from one department to 
another, according to the literature. 


For your copy circle No. 532 on the 
Readers’ Service Card inside back cover. 


History of Taylor Wine 


Contained in Booklet 


To give the highlights of quality 
wine-making as well as the com- 
pany’s history, Taylor Wine Co., 
Hammondsport, N. Y., has published 
a photographic story in a 5 x 7” 32- 
page booklet. 

The front cover is a four-color 
view of the entrance to the winery. 
The back cover is a vineyard scene, 
in four colors, showing Lake Keuka 
in the background. 

Black-and-white bleed photo- 
graphs in the interior of the booklet 
enliven the story of the company’s 
history as well as illustrate the 
various steps in the wine-making 
process. 

The back of the booklet contains 
suggestions on serving Taylor Wines 
and lists the complete line. 

The booklet was published for vis- 
itors who annually tour the winery, 
as sales aids to be used by distribu- 
tors and as educational pieces for 
schools and clubs. 44 


Advertisers Offered List 
Of Country's Architects 

A complete list of the 22,000 archi- 
tects registered in the United States 


has been offered to advertisers in 
Architectural Forum by Fisher- 


Clifton, N. J. 

The list was compiled in connec- 
tion with the study, “A Report on 
Registered Architects in the U. S. 
1955,” and was co-sponsored by Co- 
lumbia University School of Archi- 
tecture and Architectural Forum. 

Mailings are available: 


Stevens Inc., 


e To all architects in the United 
States. 

e To all architects residing in any 
one state or selection of states. 

e To all architects residing in any 
selection of major cities. 

e To all architects licensed to prac- 
tice in any one state or 
states. 44 








selection of 


There is the Greatest Practical 
Benefit in Making a Few Failures 
Early in Life 

—THOMAS HENRY HUXLEY 1825-1895 


You're catching us when most of our failures 
are behind us . . . after all, we're thirty-five 
years old. However, most of our equipment 
and many of our ideas are practically brand 
new. So, how about giving us a call, the next 
time you are in need of any of the services 
listed below. You'll be glad you did. 


“Left aree soe 


CHICAGO 
Fast and Resourceful Ticise~ttee 1919 


— Reasonable, tool 


Multigrephing ¢ Mimeogrephing 
Adéressing ¢ Mailing © Piete Cutting * Mechanical Addressing 
Printing © Radic & TY orders processed © Complete Mell Compeigns 


SEND YOUR CATALOG 
AND 1°' CLASS LETTER 


TOGETHER IN 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices... No obligation! 


w UZs 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 
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INCREASE SALES! 


® For greater counter and Shelf 
“appeal. 


®To [nnounce SPecial sales and 
other events. 


TR EAT Z Af ® For modern, colorful Packaging 
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Simplification 


The 172 labels (left) formerly used by 


Startex Mills resulted in shipping and sales confusion. New 
line of eight labels (below) used same basic format, increased 


sales for company. 


Redesigned Startex packages bring 


Order out of Chaos 


How a coordinated packaging pio- 
gram based on studies both in the 
factory and in the field brought more 
efficient operation and increased 
product sales for Startex Mills. 


Research, design, engineering and 
merchandising all entered into the 
picture when Startex Mills decided 
on a coordinated packaging program 
for its line of kitchen towels and 
toweling and hand printed decorated 
towels and toweling. 

Startex placed its packaging prob- 
lem in the hands of Koodin-Lapow 
Associates, New York package de- 
sign company, which instituted a 
series of studies to determine the 
problem and then submitted a so- 
lution. 

Studies conducted in the 
Startex plant itself, as well as in the 
field among buyers, merchandise di- 
rectors, salespeople and consumers. 

What the studies revealed and the 
coordinated packaging program that 
resulted are described in detail in 
the following checklists: 


were 


The field studies revealed that: 


1. The name Startex meant serv- 
iceable kitchen towels and toweling 
to the clerk as well as the consumer, 
but the numerous different brand 
names which accumulated with each 
new Startex product added very lit- 
tle if anything to the identification 
of the product. It was found that the 
use of style numbers for reorder was 
sufficient. 


2. The variety of 172 labels of dif- 
ferent sizes, colors and shapes was 
confusing and that the designs and 
colors used competed with the tow- 
els themselves. 


3. Stores displayed the merchandise 
standing on end in order to save 
space, and since the labels were de- 
signed for horizontal display, they 
were difficult to read. 


4. Startex identification was lost 
when towels were turned label side 
down because there was no identi- 
fication on the back. 


5. Most consumers objected to a 
pasted on label which necessitated 
washing before use. In the case of 
toweling, the portion which con- 
tained the glued-on label was diffi- 
cult to sell, and if the label was acci- 
dentally torn off, the toweling had 
no identification. 


6. The consumer placed a great deal 
of stock in the Good Housekeeping 


Institute and Laundry Institute 
Seals. 


7. The average sales clerk knew 
very little about the products she 
was selling and should in some way 
be supplied with some simple sell- 
ing information. 


8. A definite need existed for a new 
trademark and logo to project the 
company identification, suitable for 
use on all labels, cartons, stationery, 
etc. The existing logo was not suit- 
able to the type of product 


Package Review 
(right) Startex Mills, and Harry Lapow 
Koodin-Lapow Associates 


Edwin Levanion 


check new 


packages 
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STARTEX 


Startex Trademark . . . New design by 
Koodin-Lapow Associates features strong 
product identification 


9. The cellophane used in packag- 
ing did not stand up well and much 
of the merchandise became soiled as 
a result of the cellophane cracking. 


The plant study revealed that: 


1. The method of imprinting with 
rubber stamps, an operation carried 
out by hand at eight different loca- 
tions, was slow and unsatisfactory 
from the appearance as well as the 
production standpoint. 


2. There was a need for standardiz- 
ing the label design and reducing the 
burden of inventory, handling and 
identification. 


3. There also was a need for stand- 
ardized folding. The Wonder-Dri 
and Part-Linen towels were folded 
into twelve put-up sizes, which 
meant stocking varied sizes of wrap- 
ping and shipping materials. 


4. The 43 different sized shipping 
cartons required a sizable warehouse 
area, and purchasing so many dif- 
ferent sizes was relatively costly. 


5. The cartons were difficult to 
identify in warehouse or storage 
areas of wholesalers or retailers 
since they contained no Startex 
identification except in cases where 
a printed gummed tape was used. 


6. The wrapping of packages of a 
great variety of sizes by machine 
was unsatisfactory and meant a great 
waste of wrapping material. 


7. The embossed blue manila paper 
which was used to wrap bulk lots 
required stronger company identi- 
fication. 


The following checklist shows the 
coordinated packaging program de- 


veloped for Starter by Koodin- 
Lapow: 


1. Regardless of towel size, all bor- 
der towels were standardized to a 
folded size of 74x11”. Similarly, all 
hand printed towels were standard- 
ized to a folded size of 74x16”. 
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2. A cardboard stiffener was in- 
serted between the folds of all pack- 
aged border towels. 


3. A wrap-around label was select- 
ed. This type of label eliminates the 
problem of paper glued to material, 
allows adequate space for selling 
copy, gives front and back identifica- 
tion, encourages vertical display in 
keeping with store display practice, 
incorporates Good Housekeeping and 
Laundry Institute Seals. 


4. The wrap-around label is also be- 
ing used on the bolted toweling, 
serving a two-fold purpose of replac- 
ing the glued-on label as well as the 
string used formerly to bind the ma- 
terial at both ends of the bolt. 


Border Towels . . . Standardized to one 
fold, towels now have a wrap-around label 
featuring strong selling copy and Startex 


identification 


5. Development of the new Startex 
trademark was among the first steps 
to provide Startex identification for 
all Startex packaging. A new trade- 
mark was created based on a bolt of 
cloth shaped like an “S” in combina- 
tion with a decorative star to form 
a stylized bird, which is now known 
as the Startex “Star Bird.” 


6. The Startex logotype was rede- 
signed for feminine appeal and eas- 
ier reading. 


7. A basic label was designed to 
project the new trademark and 
Startex logo in combination with 
four bands containing the specific 
information regarding the contents 
of the package. The top and bottom 
of the face of the label are bordered 
with selling copy points to assist the 
sales clerk as well as inform the 
consumer. 


8. Using the basic design, eight la- 
bels now replace the 172. This is 
accomplished by imprinting infor- 
mation such as quantity, size, type 
of material and style number. 


9. To enhance the color and design 
of the product, a neutral label back- 
ground of golden buff was used. Sec- 
ondary background color was intro- 
duced to identify each of the three 
categories in the Startex line. 


10. A cardboard insertable end tab 
was designed for the bolts of towel- 
ing. This is easily inserted into the 
center of the bolt and contains the 
trademark, logo and style number 
for reorder purposes. 


11. Imprinting of labels is now done 
rapidly and efficiently at a single lo- 
cation by an automatic machine. 


12. Vita-Film was selected as the 
most practical transparent packag- 
ing material since it answers the 
need for strength and durability. It 
is being used on all packaged border 
towels and has replaced the old blue 
manila wrapping paper formerly 
used on the bolted toweling. 


13. The old automatic wrapping ma- 
chine which could only wrap cello- 
phane has been replaced by a more 
efficient semi-automatic machine ca- 
pable of wrapping a variety of trans- 
parent materials. 


14. The embossed blue manila wrap- 
ping paper was replaced by a lighter 
weight, yet stronger printed, Kraft 
paper showing a stronger Startex 
identification, at a sizable reduction 
in cost. 


15. Shipping carton sizes have been 


Wrap-Arounds . . . Above, new label at 
left permits vertical display, pattern vis- 
ibility. Below, all show identification on 
one side, information on other. 
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New Shipping Cartons In six differ- 
ent sizes, to replace 43 previous ones, 
each carton bears Startex logo design and 
score marks for adjustable height. 


standardized and identified with the 
Startex logo and trademark. Each 
new carton contains several folding 
marks to allow for variation in depth 
of packages. 44 


Hollander Creates Labels 
With Day-Glo Colors 


All purpose, gummed-back labels 
in bright Day-Glo colors are being 
introduced by Allen Hollander Co., 
New York. 

Designed to be applicable in many 
fields, the vivid labels, according to 
the company, are attention-getters 
when used as shipping, advertising, 
merchandising and product labels 
vying for consumer appeal. 

Additional information is avail- 
able. 


For your copy circle No 22 on the 
Readers’ Service Card inside back cover 


Fuller Packages Vitamins 


In Glamour Wrappings 
Fuller Brush Co., Hartford, Conn., 


reports excellent response to its line 
of vitamin food supplements since it 
shed a “medicinal” wrapping in favor 
of new “glamour” wraps produced 
by the ACM Division of Robert Gair 
Co., New York. 

The cartons are printed in black 
and white on Gair-Reynolds gold 
Foiline. Front and back panels are 
sprinkled with gold flecks and fea- 
ture an oval logotype, which is also 
found on the top and bottom flaps of 
the carton. 

Front and back panels contain the 
name of the product plus the age 
group for which it is prepared, while 
the contents and the purpose of the 


For sales promotion, advertising 


and informative labeling 


—what a difference 
they make 


) on the product, 


package and 


at point of sale! 


Avery pressure-sensitive labels can save you 
time, labor and money—they adhere firmly 
to all hard-to-label surfaces without moist- 
ening —surfaces such as cellophane, metallic 
paper, pliofilm, polyethylene, glass, metal, 
plastic, ceramics, varnished cardboard or 
wood. They're practical and economical— 
and as packaging labels—can be applied 
four times as fast as water moistened labels. 
There's no waste motion in handling or sort- 
ing loose labels—no sticky fingers, messy 
labels, or spoiled packages. 

They can be produced to your exact size, 
shape or color and individually die-cut on 
sheets or in rolls for manual or automatic 
labeling—and you can depend upon Avery's 
fast delivery promises! 

Dramatize your package the easy way—cut 
labeling costs—build sales with AVERY 
pressure-sensitive labels! Ask for samples 


and further information. DO IT NOW! 


AWEH 


ated at be 


use Avery pressure-sensitive labels 


NEW! 


LABELING IS 
FAST AND EASY 
WITH AVERY'S 
NEW “55” 
ELECTRIC 
DISPENSER 


It’s completely 
automatic — ask for 
a demonstration! 


AVERY ADHESIVE LABEL CORP. DIV. 113 
1616 S. California Ave., Monrovia, Calif. 


117 Liberty Street, New York 6 


608 S. Dearborn Street, Chicago 5 


samples and information on Avery 


: [ Send me free 
et = | 
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ee , 


I'd like to know more about the new dispenser. 


Kum-Kleen Perma-Grip NAME 
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REMOVABLE PERMANENT ADDRESS. 
label label 
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COMPANY 


(} Please have the Avery man call. 
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If your company uses shipping containers 
this new book is a gold mine of valuable 
information. “Advertising on Containers,” 
is packed with detailed information on how 
to take full advantage of shipping containers 
as a medium for highly effective low-cost 
advertising. It presents results of surveys 
and studies on the subject. It contains many 
ideas for preparing container advertising. 
Some of the country’s leading companies 
have benefited greatly from Stone’s ideas on 
container advertising. You can too. 


THIS FREE BOOK 


tells you about it! 
Qond for 1 rodoy/ 


S@eeeeeeeeeeeeeeeeeeeeee 


- AR 56 
STONE container corporation 


4202 W. 42ND PLACE « CHICAGO 32, ILLINOIS 


Without obligation please rush me your new FREE 
Book, “‘Advertising on Containers.”’ 
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Plants and offices in most principal cities. 
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product are printed on the other two 
sides of the package. 

A notched tuck top and Arthur lock 
bottom construction are additional 
features of Fuller’s new glamour 
packaging. 44 


Booklet Gives Particulars 
On Transparent Packaging 


Information on show window pack- 
aging in transparent and opaque 
plastic is available in an illustrated, 
8-page booklet available from Plas- 
tic Artisans Inc., Port Chester, N. Y. 

The booklet, “Display Packaging.” 
discusses the trend toward product- 
contoured packaging, covers the 
company’s facilities in design and 
production and lists a general rule- 
of-thumb regarding costs. 

Two basic types of plastic packag- 
ing are covered in the booklet—the 
“blister,” or contoured dome, and the 
slide cover boxes available in cus- 
tom-contoured or standard designs. 

The section on contoured dome 
packaging lists four different assem- 
bly methods for this type of packag- 
ing, including slide-on domes, sealed 
in double ply cards and stapled to 
single ply cards, and a new, cost-cut- 
ting technique — Plastic Artisans’ 
‘“‘Domepak.” 

In addition, the back cover of the 
Plastic Artisans’ booklet gives a 
handy packaging checklist. 


For your copy circle No. 523 
Readers’ Service Card inside back 


Booklet Lists Factors 
On Company Personality 


Suggestions for motivating people 
to buy a company’s products are in- 
cluded in a booklet, “A Spoon is 
Born,” available from Lippincott & 
Margulies, New York. 

The booklet tells the story of pack- 
age design behind the “Betty Crock- 
er Spoon,’ General Mills symbol, 
and as an integral part includes the 
checklist, which discusses “believ- 
able” company personalities, inte- 
grated packaging, effective trade- 
marks, etc. 44 





One of the country’s leading experts on tu 


commercials offers a list of basics for preparing better 


television selling copy and provides a |2-point 


HOW TO IMPROVE 


Your TV Commercials 


By Maurine Christopher 


A host for a top nighttime dra- 
matic show was a fine actor, but 
when he tried to talk about the spon- 
sors product, his face looked as 
though the mere thought of it made 
him slightly ill. 

An agency for a new shortening 
selected a popular sportscaster to 
handle the film commercials for the 
product, but when they went on the 
air the effect was as ludicrous as 
Dizzy Dean selling lady’s lingerie. 

An exciting teleplay came to an 
emotion-packed climax as the beau- 
tiful spy fell dead from a gunshot 
wound. The screen blacked out and 
the music faded. On the screen came 
the professionally cheerful tones of 
the zealous announcer, who was en- 
joying a tasty snack—made of the 
sponsor’s product, of course. 


> Any regular tv viewer can recite 
scores of examples of this kind of 
mis-cued selling. From the certainty 
of hindsight, these look like obvious 
mistakes — to one viewer, at least. 
Undoubtedly the warning signals 
were much less apparent in the plan- 
ning stage. 


But every sponsor’s lot would be 
made easier if he could catch such 
selling slips as these before he had 
spent his money on them. 

Horace S. Schwerin, who set up 
Schwerin Research Corp. in 1946 on 
the basis of techniques he had per- 
fected earlier, has made a successful 
business out of helping advertisers 
find out what is wrong—and right-— 
with their commercials and/or shows 
before they go on the air. 

The testing is done before an audi- 
ence of some 350 representative peo- 
ple who signal good, fair or poor at 
various times during the screening 
of the kinescope. At the start of the 
show each member of the audience is 
given a list of big name products 
and asked which he would like a 
year’s supply of if he is the winner 
in the drawing. He is given another 
list immediately after the showing 
to see if the commercial has resulted 
in any brand switching. 


> Despite his many years of experi- 
ence in the field, Mr. Schwerin steers 
away from hard and fast rules de- 
signed to serve as guide posts for 
advertisers generally. He warns that 
the answer in many cases turns out 
to be: “It depends.” 


checklist of important do's and don'ts. 


However, he does offer a list of 
basics that may prove helpful to tv 
advertisers. If they seem overly sim- 
ple, just remember that a lot of the 
typical selling slips cited earlier in 
this story looked extremely obvious 
-afterwards. 

When planning a tv commercial or 
campaign, Mr. Schwerin suggests 
these points be kept in mind: 


1. Decide whether logical or mood 
type commercials are better adapted 
to putting across your sales story... 
This decision should be based on the 
nature of your story and the points 
you want to put across. 

A good example of the mood type 
was the Tonette home permanent 
commercial. This showed a little girl 
with straight hair looking in a mirror 
and seeing her image with curly 
hair, then passing through the mir- 
ror and up a stairway of stars lead- 
ing to the product. Climax came 
when she emerged as the curly- 
haired image she had seen in the 
mirror. This little tabloid scored very 
high in effectiveness with the 
Schwerin audience. 

Two slightly different approaches 
were used by a coffee maker who 
wanted to set a happy-living, pleas- 
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MAKES A 
“SHOWCASE” 


for more effective, | 


impressive reports, 
presentations, sur- 
veys, manuals, etc 


Clareport* has a durable, trans- 
parent plastic front cover and a back 

of Strathmore Beau Brilliant cover 
stock in 8 smart colors. Holds standard 
11”x814” sheets (special sizes to order). 


Send for FREE sample and prices, now! 


e We specialize in custom-made easel binders and 
presentation binders. Your problem solved quickly 
and inexpensively. 


WRITE, WIRE OR PHONE — DEPT. M-5 


BELFORD Company, Inc. 


317 W. 47th Street 


New York 36, N. Y. © Plaza 7-5950 


AR’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cover- 
age, so carefully tailored and so 
precisely directed to buyers of adver- 
tising services, materials, equipment, 


supplies. 


Get in AR! 
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ant mood rather than make a hard- 
sell pitch. The first commercial tested 
showed the announcer sitting in a 
living room armchair enjoying a cup 
of coffee; the second one showed the 
same announcer drinking his coffee 
in a dining room setting with a de- 
lectable looking chocolate cake on 
the table. Which scored higher? The 
coffee in the dining room with cake. 


2. If the commercial is scheduled for 
use on a particular show, plan it to 
fit in with the basic mood of the show 
.. . For a regular sponsor this is a 
week-to-week proposition. It means 
that somebody with responsibility 
for the commercial must read the 
script and know where the commer- 
cials are to be inserted. If the play 
is a tense psychological drama, the 
transition must be clever enough to 
get the viewer out of his entranced 
state and back to the world of selling 
reality. All this must be accomplished 
without jarring him. 


3. If an announcement campaign is 
to be used, base the length of the 
spots to be aired on the sales story 
and not vice versa ... In many mar- 
kets minute spot clearances in choice 
time are hard to get, but if the ad- 
vertiser’s sales story is too complex 
to explain in less time, he may have 
to settle for minute participations, 
which are not so scarce. 

Schwerin tests have indicated that 
20-second and 10-second breaks may 
be almost as good as minute spots if 
the advertiser’s only aim is to get his 
brand name across to the audience. 
Twenty seconds were only two points 
less effective on the average and ten 
seconds only five points below 60 
seconds when scored on this basis. 
When the sponsor’s object was to put 
across one or more sales points, the 
shorter period generally was much 
less effective. 

However, Mr. Schwerin again 
warns against broad conclusions: 
“When your plans are blocked out, 
it becomes important through re- 
search to determine the correct 
length for your commercials. Differ- 
ent sales stories vary in their basic 
natures, their degree of complexity, 
the ease with which they can be 
absorbed. If you choose, a 60, 20 or 
10 second spot at random, you may 
be putting an elephant in the closet 
or a mouse in the grand ballroom.” 


4. Review your copy points to see if 
they can be put across better with 
live actors or with cartoons ... Could 
tv’s best announcer have given 
BVD the same impact the brand 
got with the dancing cartoon com- 
mercial which was a smash hit? On 
the other hand, if the company wants 
above all to get across a feeling of 


Tv Do’s and Don'ts 


1. Demonstrate copy points whenever 
possible. 


2. If demonstration is impossible or im- 
practical, substitute simulated demon- 
stration, illustration of results or straight- 
on direct sell. 


3. Be sure video and audio are corre- 
lated properly. 

4. Keep format and treatment as simple 
as possible. 


5. Choose your commercial spokesman 
carefully. Make sure he or she is well 
cast in the role. 


6. Decide if printed aids (legends) will 
add anything to the sell. 


7. When possible, personalize. 


8. If the product is adaptable, show 
what “reward” the buyer can expect. 
(Examples—prettier hair, no lipstick on 
the coffee cups, etc. ) 


9. Make sure the setting is authentic. 
See if there are associational devices 
that will give you greater impact or re- 
membrance. 


10. Be sure the brand name is put 
across. 


11. Don't overpromote product type at 
the expense of your own brand; people 
may remember to buy tea, for example, 
but not your brand of tea. 


12. Don’t spend too much time attacking 
rivals; this clutters the buyer's mind and 
makes him less susceptible to your sell. 


dignity, as is the case with the elec- 
tric power companies, U. S. Steel and 
Aluminum Co. of America, would 
cartoons, however appealing, achieve 
that purpose? 

There is always the exception to 
every rule. Laxatives, a ticklish sub- 
ject for advertising and especially so 
in the polite society of the living 
room, seem ill-adapted to the car- 
toon approach, but Sal Hepatica 
seems to have done a wonderful job 
with well-written, well - animated 
drawings. 


5. Review copy points to. see wheth- 
er they can be put across better 
through live or film commercials... 
If you are planning a spot campaign 
using station break announcements, 
this is one decision you will not have 
to make. Film it will have to be, with 
the rest of the planning following 
accordingly. 

But if there is opportunity for a 
choice, you'll want to weigh the pros 
and cons in both directions. Do you 
want to do a demonstration that is 
dificult or awkward to handle 





live? If the demonstration is 
simple and fast enough to be done 
live, what are the odds on something 
going wrong? If something does go 
wrong, how damaging will it be to 
your story? 

There may be no damage at all if 
the salesman handling the product is 
adept at ad-libbing. Frequently what 
started out to be a mistake became 
a remembrance plus, thanks to a 
smart performer. 


Assess the values to be expected 
on both sides, then make your de- 
cision. 44 


Suggests Reasons Why 
Retailers Bypass TV 


Retailers, while continuing to 
spend more money on newspaper 
and direct mail advertising, fail to 
use tv, according to Irving Settel, tv 
instructor at New York University’s 
School of Retailing. 

Writing in the Journal of Retailing, 
Mr. Settel suggests five reasons why 
retailers have “failed to embrace” tv: 
1. Limitations of time and money 
prevent multiple item advertising on 
tv, defeating the main objective of 
most stores, which is the creation of 
immediate sales rather than institu- 
tional-type advertising. 


2. Most desirable time periods are 
unavailable to retailers because most 
of such time is purchased by national 
advertisers. 


3. Retailers cannot manage the ex- 
cessive planning required to produce 
effective tv shows and commercials. 


4. Lack of money, time and facili- 
ties for producing local shows means 
that retailers cannot compete with 
network shows in building and 
maintaining audiences. 


5. The high cost of tv advertising as 
compared with results in other media 
encourages retailers to feel that 
newspaper advertising still produces 
the greatest number of customers for 
dollar spent and that radio adver- 
tising frequently is as effective as tv 
advertising and at a lower cost. 44 


Custom-Look at Low Cost 


Offered in TV “Spots” 


Custom-approach tv spots that in- 
tegrate live-action photography, 
animation and maximum sponsor 
identification have been developed 
by J. Armstrong & Co., New York. 

Not merely “open-end” spots with 
sponsor identification brought in as 


a “tag” at the end, each spot devotes 
at least 50% of its time to the indi- 
vidual company’s selling message. 
Designed for dairies, the series en- 
able local and regional dairies to 
present commercials on equal terms 
with national advertisers. 44 


Cute “Kadey” Adds Humor 
To Staid Announcements 


An attractive, impish little miss, 
called “Kadey,” has been put to work 
by KDKA-TV, Pittsburgh’s Channel 
2, to inject a bit of humor into the 
otherwise routine announcements 
formerly used to alert viewers to the 
fact that all was not well with the 
network. 

Shown in a series of slides, Kadey 
appears in each one with the same 
beguiling expression and_ be-rib- 
boned pigtails, but strikes a different 
pose in each slide to correspond with 
announcements such as “Please stand 
by,” or “One moment, please! Net- 
work service interrupted — Thank 
you!” 

The humorous slides have caused 
so much interest and comment 
among KDKA-TV viewers the sta- 
tion is now planning to use them 
extensively for promotional and pub- 
lic service announcements. 44 


The network video 
portion of this 


Program has been 


interrupted 


Network Darling . . . Seen in a series of 
slides on Channel 2, KDKA-TV, Pitts- 


burgh, ‘‘Kadey’’ injects humorous touch 
in network announcements to viewers. 


artists white layout and visualizing 


RULER Le 


for the layout man 


advertising and commercial artists 


Commercial Artists need no longer be limited. NOW 8 of the finest 


layout and visualizing papers are ava 
direct copy reproduction, 

the results. § Dalton, the 
brilliant whiteness, metallic si 


Examine 


Prue) Camere a8 


finest pape? 
ree Oeree| d strength make the 


are exc areere| for clea) 

tee You'll be delighted with 
in layout and visuals. 100% rag, 
Dalton the finest 


available for layout. § The ad-art, the most widely accepted paper, rec 


ognized by 
exceptional vellum-type pape 


and heavy welgnt 


W rite 


its fine tooth, brilliant whit 


ness and economy. 
recept or 
TOY Mn el Hee Mae A i 


bienfang paper company, inc. 


W art vel, an 
Mediun 


|cemrr een ! wing media 


a sample pads. 
TRAM AA LAT A] 


. . . for more details circle 562, page 105 


May 1956 ¢ ar ¢ 65 





POLLACKS DISPLAY KITS 


Tight budget on your next 
planned promotion? For spe- 
cial economy or limited quan- 
tity requirements, Pollack has 
hundreds of stock display 
promotions ...covering every 
special season or sales event. 
Write for free catalog! 


| LLACK 


66 * ar * May 1956 


a 


Fathers 


- , 


ps ote & Si CASES. 


Nora te 
af . 


Se eet BBA saiteene = 


Pulled Extra Sales 
for HEIDE 


Sx come 
- SS) ape 
BSR Se ae bs nee 


Orr OM ASSAY. 


POLLACK 


> planned.... 
+> printed.... 


+ and drop-shipped 
complete display kits! 


Heide makes fine candy at attractive prices . and that's 
basis enough for a Pollack promotion that means business! 
Every display you see in the picture was included in the com- 
plete Pollack kit. Pollack can do the same for you or your 


clients, at surprisingly reasonable cost. 


Pollack’s artists and idea men develop your theme; then your 
promotion goes into streamline production. The tiniest price 
tag, the biggest pennant, poster, or outdoor board, are all 
printed, packed in complete kits and drop shipped by Pollack, 
whose equipment includes the most modern letterpress, 


lithography and silk screen printing equipment. 


Call or write today for complete details on how Pollack can 


speed advertising production and help you bring in more 
business! 


869 MAIN STREET 
BUFFALO 3, N. Y. 


NEW YORK OFFICE: 175 FIFTH AVENUE 
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Model Store . 


facturers cooperated with ‘‘American Lumberman’”’ magazine, 


Al; ClU 


American Lumberman magazine 
helped lumber retailers boost 
their do-it-yourself sales with 
magazine-designed showrooms 


and store display fixtures. 


By Gordon J. Lawler 
Managing Editor 
American Lumberman 


By actually designing showrooms 
and store display fixtures, American 
Lumberman magazine is helping 
lumber dealers and manufacturers 
of building materials and related 
products to develop needed effective 
retail display. 

Behind this development is the 
growing number of home owners in- 
terested in do-it-yourself improve- 
ments who invade lumberyards dur- 
ing the week ends. 

In order to serve and profitably 
handle this invasion of home owner 
customers, building materials dis- 
tributors are being made to live up 
to their generic name of retail lum- 
ber dealers. 

Two things are necessary for a 


Building materials and related products manu- 


Look 


which furnished blueprints and plans for display fixtures, in 
creating this Showroom Idea Center to aid lumber retailers 


for the old lumberyard 


lumber dealer to do business suc- 
cessfully with consumer customers: 


1. A modern retail-type store. 

2. Store fixtures adapted to the dis- 
play requirements of building mate- 
rials and related products. 


It was to fill this need that we 
decided to supply lumber dealers 
with retail store plans and display 
fixture designs specifically tailored 
to the basic requirements of dealers, 
products and customers. 


> As a starter we added an archi- 
tectural consultant to our staff to 
help design model stores and to 
service reader requests for custom 
service on both new and remodeled 
stores. 

The architect’s job in the design 
of model stores is to provide maxi- 
mum space at minimum cost, and to 
use the materials that lumber dealers 
sell. What better way to show the 
application of products the dealer 
sells than to use them in the con- 
struction of his own showroom? 

That dealers like this architectural 
consultant service is obvious. The 
first store designed by American 
Lumberman is now under construc- 
tion in Virginia, four more are at 


the blueprint stage, and 10 more are 
in the discussion stage. 

In the layout of a lumber dealer 
store, we are guided by the follow- 
ing tested fundamentals: 


1. Aisles should never be less than 
3’ wide, and 42” is preferable. 


2. Aisles should never be more than 
6’ wide. 


3. Traffic aisles should be 10° apart 
to retain customer interest. 


4. The space from the door to the 
first display fixture should be twice 
the width of the dimension used for 
the aisles, but never less than 6’. 


5. A store shouldn’t be crammed 
with fixtures and merchandise, but 
should immediately register on a 
customer that here is a dealer with 
a large variety of items to sell. 


> We believe that products displayed 
should pay for the space they occupy 
in the store. This has not been the 
case as new lines of products have 
been added. In many instances, mar- 
ginal lines that provide perhaps 5% 
of the over-all volume are now oc- 
cupying as much as 20% to 25% of 
the display space. In other cases, 
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Whether your program calls for a 
straight sales presentation ... or a serv- 
ice sign combining a product reminder 
with “store hours”, “street address”, etc. 
... the quality and superior production 
factors of Meyercord Decal Signs will 
assure more locations and better store 
position. Let a Meyercord Salesman give 
you the facts. Drop us a line today. 


Write for your Free copy of the Meyercord 
“ADvisor’’ Decal Manuval—in full colors. 


THE MEYERCORD CoO. 


LIAL Ee  Ducalcomania Ma re Aad 


DEPT. S-207, 5323 W. LAKE ST., CHICAGO 44, ILL. 
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Hardware Display . . . Pictured is fixture 
merchandiser, one of several displays built 
from blueprints and plans furnished by 
““American Lumberman”’ magazine. 


products that produce 10% to 15% 
of the volume either are not dis- 
played at all or are given limited 
space. 

It also is true that many dealers 
are not displaying products like in- 
sulation, roofing and board products 
because they are so difficult to pre- 
sent visually. However, we are con- 
vinced through our research that 
dramatic, effective display is a pos- 
sibility for every product lumber 
dealers now handle. 

As a result of our conviction, 
American Lumberman has developed 
several fixtures, which are now be- 
ing offered to dealers in the form of 
complete working blueprints at $8.75 
a set. These include: 


1. A basic wall unit 10034 x 96 x 32”, 
with a modular 4 design, which 
dealers can use in series along the 
length of a wall or singly along nar- 
row wall expanses. This fixture can 
be used with complete flexibility: 
open, with storage cabinets, shelves 
and glass binning; or with swinging 
or sliding panels. 


2. A basic six-sided pylon unit 
96 x 16 x 32”, which can be used 
alone or in series as a stationary 
unit for open beam ceiling, floor-to- 
ceiling and wall installation; or 
mounted on casters to move any- 
where in the showroom. 


3. A basic half island unit 
48 x 60 x 2434”, which may be used 
in the show window, against the 
wall, and singly or with two units 
back-to-back as a full island. This 
is a display fixture that can be used 
many different ways: with or with- 
out adjustable shelves or front, end 
or back, overhead panel, storage 
cabinet and binning, and either open 
or closed on the ends. 


4. The smallest roof and siding unit 
yet devised to display these bulky 
materials. This unit is 159% x 46 x 
7914” and holds and displays 3 x 5’ 


siding sampies and 26 large roofing 
samples. Forward and lateral slid- 
ing tracks enable the dealer to show 
these larger samples of roofing and 
siding together as they actually ap- 
pear applied on a house. 


> Fixtures like these will handle 75% 
of the merchandise sold by a lum- 
ber dealer, and other fixture designs 
are under way—a service counter, 
check-out counter, self-service lum- 
ber and sheet product bins, a new 
method for displaying windows and 
a home service center. 

We suggest that a dealer should 
seriously consider building his own 
fixtures. He buys his materials at 
low cost, usually has the necessary 
shop equipment and qualified shop 
people, and the fixtures frequently 
can be made in slack months or as 
fill-in work. 


Educational Display . . Adaptation of 
‘“‘“American Lumberman’s” display fixture 
shows purpose, application and value of 
Celotex as building material 


To sum up, the potential for stores 
and display in building materials is 
tremendously encouraging. The 
buildings can achieve new beauty at 
reasonable cost. Layout is hardly a 
problem. Fixtures can be built in 
dealers’ own shops at half the price 
of a commercially produced unit. 

And the opportunities in mer- 
chandising on the fixture are almost 
unlimited. 44 


Vacuum-Formed Displays 
Described in Catalog 


Vacuum-formed plastic properties, 
available for displays, are listed and 
described in an illustrated catalog 
offered by W. L. Stensgaard & Asso- 
ciates, Chicago. 

New items shown in the catalog 
include: 


e Simulated French wrought iron 
grillwork available in four units— 
67x10” panels, 30x10” panels, 30x30” 





“L”-shaped corner panels, each 10” 
wide, and a 30x10” square section. 

e An “antique” cherub statue 58” 
high, available in white or antique 
green over white. 

e Picket “fencing” in two heights— 
11” and 32”. The fencing is flexible 
and may be shaped to any form and 
joined with staples. 

e Copy cards in three sizes—1134x 
1734”, 1734x27”, and 27x39”. Tassels, 
bows and cords are also available for 
the cards. 


Illustrations and descriptions of 
Disneyland displays in miniature oc- 
cupy the last two pages of the 
catalog. 


For your copy circle No. 513 on the 
Readers’ Service Card inside back cover 


Talking Doll Displays 
Developed for P-O-P 


Giant, talking-doll displays, fea- 
turing both animation and voice, 
have been developed for point-of- 
purchase use by Ad Sales, Whittier, 
Calif. 

Called “Speaky” displays, the units 
are available in a choice of 40 differ- 
ent voices and can be obtained in the 
form of a company’s trademark or 
trade character. 

Developed for point - of -purchase 
use in supermarkets, drug _ stores, 
department stores, etc., the talking- 
doll utilizes a magnetic tape voice 
that can deliver a sales pitch up to 
five minutes in length. 

While the figure speaks, the head 
turns automatically. Spotlights can 
be synchronized to turn on and off 
at the beginning and end of the mes- 
sage, while the unit can be used 
with an electric eye or floor mat 
which starts the unit whenever a 
customer approaches. An extension 
loudspeaker is available for shelf 
use or for use outside the store. 

Additional details are available. 


For your copy circle No. 514 on the 
Readers’ Service Card inside back cover 


New Man-Made Foliage 
Available For Displays 


Information on “Plast-O-Fab,” an 
authentic looking man-made green- 
ery that is resistant to flames, is 
available from Adler-Jones Co., Chi- 
cago. 

According to the company, the 
Plast-O-Fab process reproduces the 
exact configurations of natural leaves 
“replicating their color, veins and 
surface texture,” making them real 
not only to the eyes, but also to the 
touch. 

Additional information is available. 


For your copy circle No. 515 on the 
Readers’ Service Card inside back cover 
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Here’s the newest thing in unusual identification badges for your sales 
meetings and conventions. It’s FASSON Convention Badge Stock. All 
you do is peel off the protective backing and press the badge on your 
lapel . . . no bothersome pins, snaps or expensive holders required. The 


unique adhesive adheres to any kind of cloth but comes off easily without 
harming clothing. 


We'll be glad to send you samples of identification badges printed on 
FASSON Convention Badge Stock, sizes and prices. We'd also like to give 
you a “Creative Uses for FASSON” file containing bulletins and samples 
which show and explain many other unusual applications for FASSON 
self-adhesive papers, foils and films. 


Mail Coupon Today. Nothing to lose, much to gain! 


FASSON DIVISION OF AVERY PAPER COMPANY 


ASST 260 Chester Street, Painesville, Ohio 


(] Send me more informa- [] Send me a “Creative 
PRODUCTS tion about FASSON Uses for FASSON” file. 
Convention Badge Stock. 
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DIVISION OF AVERY PAPER COMPANY 5 Saengeny 
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CEIL-STICK PARA-STICK TWIN-STICK 


DID YOU KNOW..... 


. that we can guarantee the success of your display 
by supplying an adhesive product that will easily and 
firmly adhere displays at point of purchase. 


DURABLE manufactures a complete line of adhesive coated 
products for hanging displays. Write to .. . 


Durable RUBBER PRODUCTS CO 


609 W. Lake St. Chicago 6, Ill. 
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Scan-A-Graver . 


Now being used extensively by American newspapers, Fairchild’s 


electronic engraving machine is beginning to move into other printing fields. Indicated 
are (a) the copy cylinder, (b) scanning head, (c) engraving cylinder and (d) engraving 


head 


PROGRESS REPORT 


Electronic Engraving 


By David Saltman 
Production Manager 
Cowan Publishing Co. 
New York 


Fairchild electronic scanning 
equipment represents a new and in- 
teresting innovation in letterpress 
engravings. First introduced to the 
graphic arts field eight years ago, it 
is now used extensively by many 
newspapers as a quick, low-cost 
method of making coarse screen half- 
tones. This has resulted in more 
newspaper illustrations, thereby im- 
proving appearance and enhancing 
reader interest. 

In view of its initial success, Fair- 
child Graphic Equipment Inc. wid- 
ened its scope and today produces 
65, 85, 100 and 120-line screen en- 
graving machines. 

The 120-line screen halftone has 
interesting possibilities for the maga- 


Copyright 1956 by David Saltman 
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zine field. It is being utilized to an 
ever-increasing extent. Let’s take a 
closer look at the Fairchild equip- 
ment so that we can properly evalu- 
ate the capabilities, advantages and 
limitations of this new engraving 
process. 


> Illustration 1 shows the four prin- 
cipal parts of the Scan-A-Graver: 


A. The copy cylinder ... which holds 
the photograph or drawing from 
which a halftone is to be made. 


B. The scanning head... which con- 
tains the photo-electric cell and the 
light projector. 


C. The engraving cylinder ... which 
holds the Scan-A-Plate to be en- 
graved. 


D. The engraving head which 
contains the heated stylus and stylus 
motor. 


The controls are located in the 
housing between the cylinders. The 


Now widely accepted among small 
and medium-size newspapers, elec- 
tronic engraving on plastic plates 
is coming more and more to the at- 
tention of ad managers and busi- 
ness paper publishers. Here are the 
results of recent tests using elec- 


tronic engraving equipment. 


electronic equipment required to run 
the engraver is located in the center 
section of the cabinet. 


> When the machine is in operation, 
both cylinders revolve on a single 
shaft and a pin-point of light is pro- 
jected onto the copy. The light is then 
reflected back to a photo multiplier’ 
scanner, varying according to the 
tonal densities of the picture. The 
light impulses are then transmitted 
through amplifiers to the engraving 
head where a pyramidal shaped 
heated stylus is mounted. The stylus 
penetrates the plastic parts and 
burns out small segments, varying 
in area and depth. The unburned 
portions of the plate thus constitute 
a raised surface, which is the half- 
tone cut. Neither etching nor hand 
tooling are required. 

How long does this operation take? 
That depends on the size of the illus- 
tration. The 120-screen machine re- 
quires 3.5 minutes per linear inch of 
copy. According to an electronic en- 
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PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


PRESS CLIPPING BUREAU 


BArclay 7-537! 
165 Church Street New York 7, N, Y. 
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CAN'T STICK wy BY FINGER 
CAN'T DRIP 


SCbas 


Rubber Cement 


The world's most modern dispenser. Handy grip- 
top. Large bristle brush always reaches ribber 
cement—no adjustments necessary. At your artist 


supply store or direct. Only $2.95 
THE HABERULE CO. 
BOX AR-245 + WILTON, CONN. 
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graving shop, a 244x4” halftone takes 
eight minutes, while an 8x10” plate 
takes 35 minutes. 

The Scan-A-Graver, however, is 
limited in scope to same size copy. 
If a blowup or reduction is required, 
this must be accomplished photo- 
graphically as a preliminary opera- 
tion. The resulting photo, scaled to 
correct size, is then wrapped around 
the copy cylinder, face up. 


>The actual operation of the ma- 
chine is simple. The operator selects 
the darkest portion of the photo, 
places the pin-point light on it and 
reads his meter. Then the light is 
shifted to the lightest area of the 
photo and a reading is again taken. 
The operator then adjusts his black 
or white control knobs to a desired 
density and is now ready to engrave 
the plate. 

While the machine is in operation, 
the meter indicator reflects the tone 
level of each dot being cut. If de- 
sired, the operator can observe the 
cutting through a stroboscopic micro- 
scope and vary the size of the dots 
by the simple turn of a knob. 

The dots are pyramidal in shape. 
While the width of each dot varies 
in accordance with the tone value of 
the copy, the depth varies from 
.0025” in the shadow areas to .0077” 
in the 120-screen highlights. 

Proofing of cuts is the same as 
with conventional photoengravings. 
In mounting, dead plastic (unwanted 
surrounding areas) is trimmed off 
with a saw, knife, scissors or paper 
cutter. Double-sided Scotch tape is 
then placed on back of the plastic 
and pressed on to mounting wood 
or metal. No nails are used. All cuts 
are flush mounted. 


> Despite the success of the Scan-A- 
Graver, Fairchild realized the ob- 
vious need for equipment that could 
either reduce or enlarge directly 
from original copy. This would have 
the two-fold advantage of greater 
fidelity of reproduction by avoiding 
an intermediate step, as well as 
shortening the time required to make 
a halftone. This led to the production 
of the latest engraving machine, the 
Scan-A-Sizer. 

The Scan-A-Sizer can be briefly 
described as an improved Scan-A- 
Graver that will enlarge or reduce 
and engrave in a single operation. 
The engraving methods are the same, 
but the scanning method is different. 

The copy to be reproduced is 
placed on a flat drawer-like projec- 
tion which will accommodate mate- 
rial up to 18x2214” in size and as 
much as %” in thickness. The scan- 
ning is done by a pivoting mirror 
which oscillates back and forth across 
the copy. At the same time, the copy 


About This Article 

The use of the Fairchild Scan-A- 
Graver for preparing fine screen engrav- 
ings has been a subject of discussion 
wherever business publication produc- 
tion people have gathered in recent 
months. While only a few magazines 
have made any substantial use of this 
electronic engraving method which is 
now widely accepted by small and 
medium-size newspapers, there have 
been indications that this may be only 
a temporary situation. 

When AR learned that David Saltman, 
production manager at Cowan Publica- 
tions in New York, was conducting ex- 
tensive tests with Fairchild engravings, 
we asked him to report his findings in 
our columns. The accompanying article 
is based on both extensive investigation 
and actual use of electronic engravings 
by Mr. Saltman. The opinions expressed 
are those of the author and do not 
necessarily represent those of AR's 
editors. 

It is interesting to note that Cowan 
does not operate its own Fairchild equip- 
ment, but purchases its electronic en- 
gravings from commercial sources. 

All illustrations accompanying this 
article were produced with Fairchild 
equipment. Scan-A-Graver cuts were 
made by Plastic Photo-Electric Engrav- 
ers and Evans Engraving Co., both New 
York. Scan-A-Sizer cuts were made by 
Fairchild Graphic Equipment Inc. (the 
Scan-A-Sizer is ngt yet available for 
commercial distribution). These cuts 
show very marked improvement over 
AR’'s only previous use of such engrav- 
ings (see “One Hour to Presstime,” Oc- 
tober 1953 AR, page 46). 


table recedes slowly into the ma- 
chine until the job is complete. 


>As in the case of the Scan-A- 
Graver, light densities are affected 
by the tone values of the copy, result- 
ing in varied dot sizes. 

Reductions or enlargements of 
copy can be decreased or increased 
41% times. This would permit a 35mm 
contact print to be enlarged to ap- 
proximately 412x634”. A 3x4” Pol- 
aroid camera print can be enlarged 
to 12x16”. An 8x10” glossy photo can 
easily be reduced to a one-column 
cut in similar routine fashion. 


>There are several additional ad- 
vantages in the new Fairchild equip- 
ment hitherto unknown in most pho- 
toengraving methods: 

1. Controlled distortion. 

2. The reverse switch. 

3. The Variable Response Unit. 


Controlled distortion on the Scan- 


- continues on page 73 
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lhe “pot of gold” you've searched for in the color rainbow! 
Spectrachrome is a new highlight color printing 
technique perfected by W. M. Brown & Son to give a 
“third dimension” to material wherever color is used. 
\chieving maximum brilliance, lustre and tonal delicacy, 
buyers of color printing will welcome its versatility and 
economy for brochures, booklets, direct mail literature, 


magazine inserts, box wraps, advertising tags, tickets 


and many other forms of promotional material. 
SPECTRAPAK, another W. M. Brown exclusive combines 
the printed qualities of Spectrachrome with exceptional 


high gloss finishes. It flavors advertising and packaging 
material with new drama. Both techniques are available to 
you W ho know that quality color reflects a quality product. 
FOR THE BUYER WHO SEEKS THE VERY BEST 
It’s worth a minute of your time to write for details. 
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many advantages of Spectrachrome and Spectrapak—as well 
as information on surprisingly modest costs. For new 
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Scan-A-Sizer .. . Newest and most 
modern of Fairchild’s electronic en- 
gravers is the Scan-A-Sizer, which 
permits reduction and enlargement 
of copy while being engraved. 


A-Sizer is accomplished by adjust- 
ing the sizing mechanism to act more 
in one direction than another. For ex- 
ample, an automobile of normal ap- 
pearance can be compressed some- 
what to conserve space. Or, on the 
other hand, the vehicle can be ex- 
panded in length to give it a more 
streamlined appearance. Similar ef- 
fects can be obtained by affecting 
the height. Thus, a football player 
can be made to appear taller and 
more ponderous by adjusting the 
vertical size control. 

The switch is a device 
which can change black to white and 
white to black—even on the same 
cut—at the flick of a switch. This 
affords a special effect which can be 
used in an endless number of ways. 
Also, by angling copy slightly on 
the copy board, unusual reverse ef- 
fects can be secured which would 
run into special charges in photo- 
engraving. 

The third major advantage, the 
Variable Response Unit, is a separate 
electronic device which can be linked 
to either the Scan-A-Graver or 
Scan-A-Sizer. The V.R.U., as this 
unit is called, can take a normal gray 
scale and turn, bend, twist or warp 
it to produce any desired effect. This 
versatile unit also gives greater tone 
control than is possible with photo- 
graphic emulsions. This is so because 
it can decrease or increase contrast 
in just a portion of the gray scale. 


reverse 


> Now that we have described some 
of the technical aspects of the opera- 
tion as well as its principal features, 
let’s consider how we may use the 
Fairchild engraving as a practical 
printing plate. 

As stated earlier, thousands of 
newspapers are already using this 
electronic plastic original engraving 
as a quick, convenient, low-cost 
method of producing halftone plates. 


. . for more details circle 664, page 105 


In some cases the cuts are blocked 
and used on flat bed presses; in oth- 
ers, the flexible plastic plate is ad- 
hered to a curved stereotype casting 
and prints directly onto the paper. 

In magazines such as business and 
company publications, the cuts would 
be brought to type height by flush 
mounting on wood or metal using 
double-faced Scotch tape. (My own 
experience in a 65,000 magazine run 
showed that the Fairchild plates, 
Scotch tape-mounted on wood under 
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. . . for more details circle 595, page 105 


COLLINS, MILLER & 


@ HUTCHINGS, INC. 
. 


@ gravure 


SOON mn CL eam LO om DLT RAO Treas 


May 1956 ¢ ar « 73 





normal conditions, showed no tend- 
ency to slide or fly off the block.) 


> As for clarity of illustration, note 
that every halftone illustrated in this 
article was produced by Fairchild 
equipment. 

Economy is another important fea- 
ture. With printing costs rising con- 
stantly, a plastic original which can 
be purchased at savings of 20% to 
40° compared with photoengravings 
is a matter which merits serious con- 
sideration. 

Speed is another factor. The Fair- 
child plate can be produced in a 
fraction of the time required by the 
conventional process. Remember, the 
manufacturing time of a plastic orig- 
inal is measured in minutes, not 
hours or days. 


> There are some limitations in new 
techniques too, which have to be 
considered. First, line cuts cannot be 
made by this process at the present 
time. Second, silhouette halftones 
can only be made by subsequent 
mechanical operations, such as cut- 
ting away the unwanted screen area 
with a sharp tool or knife. 

Electrotypes can be molded from 
these electronic engravings provided 
cold molding processes are used. 
Thus lead and tenaplate molds can be 
used successfully. Vinylite molds, 
however, cannot be used because ap- 
proximately 300° of heat are re- 
quired. 

Type wash is another element 
which requires careful handling. 
Some printing plants use “solvents” 
mainly to dissolve ink which has 
dried and hardened in plates. The 
Scan-A-Plate might react unfavor- 
ably with such type washes. On the 
other hand, normally used solutions 
such as benzene, which are suitable 
for printing use, will not affect these 
plates. 


> At this point we wish to stress the 
difference between the type of plas- 
tic plates we have known and the 
Fairchild plate. The Fairchild plastic 
original is an engraving made direct- 
ly from copy and should not be con- 
fused with plastic duplicates molded 
by electrotypers from photoengrav- 
ings. The chemical composition of 
these plastics and Fairchild plates 
are completely different so we must 
distinguish between them. Further- 
more, other plastic printing plates 
will undoubtedly be used in the fu- 
ture so we should change our think- 
ing now. 

Electronic engraving and plastics 
have invaded the graphic arts. Being 
new processes and new materials, we 
tend to look upon them with some 
misgivings, especially when they 
have limitations. To evaluate a new 
product fairly we must consider ad- 
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vantages and disadvantages. We 
should study its capabilities and lim- 
itations and become thoroughly fa- 
miliar with them. Then we ought to 
exploit the advantages to the utmost 
-realizing at the same time that we 
must of necessity take some of the 
bad with the good. In this manner 
we shall discover new tools which 
we can use to our over-all advantage. 


> Here is a dramatic example of this 
which occurred while this article was 
being written. 

When I came to the office one 
morning I was handed two telephone 
messages from the printer—one re- 
corded before 9 a.m. and one shortly 
after. Obviously the printer had an 
emergency that required my imme- 
diate attention. 

As I suspected, it was a “batter” 


Controlled Distortion One of the 
“‘plus’’ features of the new Scan-A-Sizer 
is the ability to obtain controlled distor- 
tion while engraving. These examples 
show an automobile as it was originally 
photographed (above). Illustration at 
right shows how the Scan-A-Sizer can 
‘“‘compress’’ an object, while the illustra- 
tion below shows how the same automo- 
bile can be “expanded” to give a stream- 
lined effect. 


on the press. Of the 32 pages in the 
form, two advertising plates were 
damaged beyond repair and the 
printer needed immediate replace- 
ments. To get new plates was out 
of the question because one came 
from California, the other from Ne- 
braska. In the meantime a large press 
was standing idle. 


> Reproduction of the ad plates was 
the only thing to do—but what can 
you use for copy? All we had avail- 
able were press sheets. Besides, how 
long would it take the photoengraver 
to reproduce two full page combina- 
tion plates—with the added danger 
of getting moire effects in the half- 
tone areas. 

I thought of electronic engravings 
immediately as a means of saving 
time. That made some sense for the 





How it Works . . . Here a photograph is 
placed on the copy cylinder. 


Adjusting . . . Adjusting the control knobs 
sets the machine for the desired density. 


Observing . . . The operator observes the 
cutting action through a stroboscopic mi- 
croscope. 


halftones but how about the type 
matter? And the logos? 

Checking back through previous 
ads, I instructed the printer to pick 
up logos from previous months and 
told him to set type as close as pos- 
sible to that used in the ad. In the 
meantime I cut the illustrations out 
of the press sheet and sent our office 
boy in a taxi to the electronic en- 
graver. 


> But again, how can you prevent a 
moire—especially when time is pre- 
cious? 

The electronic engraver had the 
answer. He photographed the pic- 
tures for the purpose of diffusing the 
screen pattern, then made new plas- 
tic 120-screen halftones. Each cut 
was approximately 542x3'%”. 

The engraver was apologetic be- 


There is NO 
SUBSTITUTE 
| for EXPERIENCE 


@ Master craftsmen expertly inspect every engraving 
and electrotype pattern for reproduction qualities be- 
fore a “Kaufmat"’ is made. ‘‘Kaufmats’ when shipped 
are always the same size as the plate from which they 
are molded. We guarantee 200 mats from electro-mat 
patterns made to our specifications. 


@ Direct Pressure ‘‘Kaufmats’ require two less steps 
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either ad electrotypes or plastic ad plates. 


@ ‘‘Kaufmats” cost approximately 3 as much as 
either ad electrotypes or plastic ad plates. You'll also 


save on packing, postage and electro-mat pattern 
charges. 


A Challenge . . 


- We welcome a split run for comparison of 
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ad electrotypes or plastic ad plates. 
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Limitations of Scan-A-Graver: 


@ Copy can be reproduced same-size 
only. Reduction or enlargement requires 
rephotographing. 

@ Electrotyping is possible only by cold 
molding process, such as lead or tena- 
plate. 


e Line cuts cannot be made. 


Advantages of Scan-A-Graver: 

e@ Greater contrast and better tone con- 
trol possible than with photoengraving 
camera. 

@ 20-40% cheaper than most photoen- 
gravings. 


cause the photography and manipu- 
lation in the dark room took so much 
time. The printer, on the other hand, 
was amazed to find two new half- 
tones in his plant 1% hours after the 
action was started! 

This was new and different and 
called for a new type of thinking in 
the manufacture of engravings — 
especially in an emergency. A printer 
does not have to lift a form that has 
been damaged because of the time 
element in making new engravings, 
for the sake of lessening idle press 
time. Electronic engravings are the 
quickest answer and the most eco- 
nomical. 


Combinations . This combination cut 
effect was produced on a Scan-A-Graver. 
While it is possible to obtain solid blacks, 
the machine leaves a dot structure in 
‘“‘white’’ areas. This illustration is a lead- 
mold electrotype made from a Fairchild 
plastic original by Neptune Electrotype 
Corp., New York. 


Advantages & Limitations 


@ Longer wearing quality. Better than 
zinc and equal to (or better than) cop- 
per in “plate wear.” 

@ Speed. Cuts can be produced in a 
matter of minutes. No etching or burnish- 
ing or hand-tooling required. 


Limitations of Scan-A-Sizer: 
@ Same as the Scan-A-Graver except 
that reductions or enlargements can be 
made in a single operation. 


Advantages of Scan-A-Sizer: 

@ Same as for Scan-A-Graver. 

e@ “Controlled distortion” possible by 
adjusting height or width controls. 


>This concludes our status report 
on Fairchild scanning equipment. We 
have reported new effects by elec- 
tronics, calling for different concepts 
in our thinking. Future develop- 
ments, now in the laboratory, will be 
even more startling. 

In the meantime the Scan-A-Sizer, 
newest and best of Fairchild engrav- 
ers, will be in commercial production 
late this summer. 

The graphic arts fraternity will be 
wise if it will change its thinking to 
new concepts in printing plates. 
Printers will be wise if they learn 
to overcome momentary disadvan- 
tages for the sake of progress in an 
electronic age. Graphic arts suppliers 
will be wise if they will manufacture 
items that are adaptable to these new 
products. 

Let’s face the facts—electronic en- 
graving and plastics have invaded 
the graphic arts—and electronics and 
plastics are here to stay .. . either in 
their present form or in some new 
and improved form. 44 


Folder Lists Facilities 
For Creative Services 


A folder describing the company’s 
creative services in sales promotion 
and personnel relations is available 
from Mottershead Associates, Chi- 
cago. 

Information on creative services 
offered for management in the folder 
include slide presentations, publicity 
articles, catalogs, technical books, 
special visual aids such as flannel- 
boards, charts, etc., internal com- 
pany magazines, and sales presenta- 
tion manuals. 

Photographic illustrations are used 
throughout the folder to show the 
company’s facilities and finished 
products. 


For your copy circle No. 533 
Readers’ Service Card inside back 





An agency president tells pre- 


mium users how they can get full 
mileage from their premiums 
while avoiding common pitfalls. 
The author offers a common- 
sense series of checklists based on 


wide experience in this field. 


By John P. Cunningham 
President 

Cunningham & Walsh Inc. 
New York 


The good advertising agency is 
deeply involved in the creation, the 
selection and the execution of a lion’s 
share of the premium promotions 
used today. 

This includes heavy national and 
local advertising supporting them 
and the premium promotions that 
never materialize—because they ul- 
timately meet the “no” of some das- 
tardly, brutal, budget-slitter. But 
they involve the same preparation, 
the same creative labor and costs. 

It is my impression that premium 
promotions in general, in all their 
many forms, still occupy a somewhat 


hazy area of the minds of many im- 
portant people in companies as well 
as among agency personnel. In many 
marketing minds a knowledge of the 
premium field does not go beyond 
self-liquidating boxtop deals, gim- 
micks and cheap gadgets. Here you 
have a big job to do. 

Even in some companies which 
are using many premium and sales 
incentive programs, we find that the 
top brass often do not recognize them 
as such and are emphatic in thinking 
they are non-premium users and tell 
us they wouldn’t consider the use of 
premium promotions. 


> To show you how deeply the agen- 
cy is involved in premiums today, 
let me rattle off the list of premium 
promotions and sales incentive plans 
that our agency has been involved 
in: 

e Self liquidators 

e Consumer prize contests 

e Sales contests — travel incentive 
plans 

e Combination offers 

e Premiums-in-the-package 

e Premiums-attached to the pack- 
age 

e Store traffic builders 

e Reusable container premiums 

e Dealer premiums 
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e Convention giveaways 

e Coupon catalog plans 

e Business gifts—Christmas gifts 
Advertising specialties — business 

reminders 

e Attention getters—letter gadgets 

e Sales promotion items to merchan- 

dise the advertising 

e Trading cards 

e Prize books 

e Use-the-user plan 

e Service awards 

e Can band deals 

e Store opening — bank openings 

anniversaries—special events 


This gives you an idea of just a few 
of the many services in which we are 
involved in addition to advertising. 
Premium and sales incentive pro- 
grams are but one part of this over- 
all marketing plan, and it is an agen- 
cy function to recommend or reject 
their use. We do believe that an 
agency best serves the client and it- 
self by developing a marketing pro- 
gram which has one major target. 
A one-word target. Increase! Pre- 
mium promotions can help us achieve 
that goal more quickly. 

We used to regard premium pro- 
motions mainly as a sampling pro- 
cedure—with the end goal the ac- 
cumulation of boxtops. This we used 
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to believe was the way to product- 
increase. Now we know —“It ain't 
necessarily so!” The number of re- 
turns can even be the least important 
factor. To gain ultimate product- 
increase, premium promotions today 
may have other goals, such as better 
dealer cooperation and consumer 
good will to be engendered. 


> We have seen premium promotions 
assist in achieving wider product dis- 
tribution, more in-store displays, 
better ad observation and reader- 
ship, a hypo for the sales force, or 
just a simple change of pace. While 
there’s nothing like having a pre- 
mium promotion which runs into 
boxcar figures, don’t overlook the 
indirect and intangible benefits of a 
premium promotion which may be 
more profitable in the long run. 

Some people used to believe, and 
still do, that premium promotions 
are not popular around ad agencies 
because they thought the money ex- 
pended for them came out of the ad 
budget. I can only say that the larg- 
est U.S. advertisers are the biggest 
premium users and most of them 
have special promotional budgets— 
which we do not eye with envy! 

However, ad agencies today are 
faced with the problem of how to be 
recompensed adequately for the 
ever-increasing number of services 
they are providing. The net income 
of the average agency has been stead- 
ily declining during the last few 
years. It goes without saying that 
additional means of revenue will be 
more than welcome and will result 
in more than a cursory and academic 
acceptance of the promotional serv- 
ices responsible for it. At least agen- 
cies will not be constantly tempted 
to recommend the substitution of 
revenue-producing programs which 
may achieve the desired end as well 
as others which are non-commis- 
sionable. 


> We have recognized that one of the 
most important aspects of a pre- 
mium plan is adequate support in the 
form of advertising and promotion. 
Premium promotions never have 
been a substitute for advertising and 
premiums used alone are seldom 
successful. The PAAA has stated that 
premiums are extra incentives and 
not the only incentive and that they 
should not be used instead of but in 
addition to. With this I heartily 
agree. 

In developing supporting premium 
advertising we believe in the follow- 
ing: 


1. If it’s boxtops you want, always 
highlight the premium sell—devote at 
least two-thirds of the ad to pre- 
mium sell. 
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2. Color is preferable to black and 
white. 


3. Place premium sell at top of ad. 


4. Place coupon at bottom with suf- 
ficient space for legible name and 
address. Get it on edge of page if 
possible. 


5. Feature clean copy—avoid clutter. 
(Many people seem to think that a 
premium ad should look like a typo- 
graphical rat’s nest. Some of them 
look as if the art director had stood 
30 feet away from his drawing board, 
with a handful of headlines and pic- 
tures, and thrown them into the ad 
from there.) 


6. Use simple direct “Look what you 
get” headlines. Premium selling is 
no place for literary effusion. The 
premium is the bait—not the copy- 
writer. 


We try to discourage clients from 
using a_ self-liquidating premium 
promotion or a contest when there’s 
little or no money left in the ad 
budget. These promotions do not 
generate their own steam and usually 
produce disappointing results. 


> Advertising agencies are also asked 
to assist in getting premium business 
for our clients’ products . . . that is, 
selling their products for use in pre- 
mium promotions. We have found 
that the proper selection of the right 
premium plans from the 25 to 30 in 
existence—with due regard for the 
kind of product it may be—has en- 
hanced retail position as well as 
added to regular sales. 


Quality and value should be em- 
phasized in all phases of a premium 
promotion. We try to do this in two 
ways: 


1. The personnel we assign to the 
creation and execution of a premium 
promotion. We try to see that they 
are not young relatives just out of 
Princeton or that these jobs are filled 
by individuals who are just passing 
through (“Sorry, he’s no longer 
working on premiums. He’s been 
promoted.”). Experience is the best 
teacher in premium promotions. 

You don’t get much experience 
just passing through. We believe that 
our personnel should acquire prac- 
tical experience in the field. One way 
we accomplish this is our “Man from 
Cunningham & Walsh” program 
which requires our account men, art 
directors, creative people and mer- 
chandising men to spend time in the 
field each year selling and merchan- 
dising client products and services. 
They find out, “in-store,” what other 
premium promotions we are up 
against. 


2. We use quick and efficient pre- 
testing programs to help us choose 
the right premium program and the 
right premium. We try to see that 
the consumer gets full value for her 
money and that the dealers are 
pleased with a promotion. For ex- 
ample, we’d rather have 400,000 re- 
quests for an item and 395,000 con- 
sumers satisfied than 1,000,000 
returns and have only 200,000 satis- 
fied. 

We also believe you shouldn’t offer 
a $2 necktie to a dealer in an incen- 
tive program if he is accustomed 
to wearing $3.50 ties. In other words, 
research your whole program so that 
you can gear your promotion to the 
level of the individuals you want 
to attract. 


>To sum up our attitude on pre- 
mium promotions, I speak for all 
good agencies — the decision on 
whether to use any type of premium 
promotion for a product depends 
upon your client’s past merchandis- 
ing policy, his competitive activity, 
the nature and frequency of sale of 
the sponsoring product and the spe- 
cific merchandising goal to be de- 
sired. We think it’s unfair to expect 
your premium plan to solve more 
than one major merchandising or 
sales problem. 

We do believe, for example, that 
you should weigh carefully your 
recommendation of a major premium 
program for a client in a field where 
premiums have not been used here- 
tofore. We believe that your initial 
sales advantage may be only tem- 
porary and you may entice your 
competitors into the field—with your 
end result being a status quo in your 
consumer franchise picture with 
minor changes in either direction as 
companies try to out promote one 
another. This will only result in more 
such promotions as the recent “Look 
Ma, No Premiums.” 

One of the tough assignments we 
face in the agency field is to ap- 
praise the results of the client’s pro- 
motion after its completion. We 
sometimes have the impression that 
companies guard the results of their 
premium promotions more closely 
than an anticipated stock-split. 
What’s considered good by one com- 
pany is considered “lousy” by an- 
other. 


>I have already mentioned that 
many merchandising achievements 
and intangibles are very often more 
important than the number of con- 
sumers taking advantage of a pre- 
mium offer. But very often these in- 
tangibles do not assert themselves 
until the future. Regardless of what 
you may believe, we always have to 
defend boxtop returns, and if there’s 





a surplus of items left over, woe to 
everyone. 

We find some rules of thumb in 
existence for trying to determine 
what constitutes a fair return such 
as 10¢ per return, 25¢ per return, 
50¢ per return, $1 per return on con- 
tests, etc. But there are differences of 
opinions here, too, and no unanim- 
ity of opinion. 

The PAAA, as well as many fine 
trade publications in the advertising 
and business fields, have made great 
strides in the direction of collecting 
and publishing more data on this 
subject, but there’s a great need for 
the creation of a clearing house of 
information for the mutual benefit 


of all. 


>From our own agency experience, 
I'd like to mention a few suggestions 
and things we have learned: 


1. We would like to see specific pre- 
mium plans, ideas and prospective 
promotions rather than have a pre- 
mium item alone shown to us. 


2. Media selection should be geared 
to the consumer and dealer level of 
the promotion, and the selection of 
media should involve the opinions 
of the premium department as well 
as the media department. 


3. Consider the novel, or the unus- 
ual promotion (such as the hand- 
painted shoe tree that crawls across 
the floor when you wind it up) but 
do not use it unless you are assured 
of its success by pre-testing. (And 
even then don’t use it!) 


4. Don’t overlook standard, staple 
premium plans and items—just be- 
cause it’s been done before — even 
many times — successfully. 


5. Don't insist that the item has to 
be closely associated with the spon- 
soring product, such as soup-plates 
for soup. 


6. Don’t use a premium item just 
because it’s a bargain. Be as proud 
of the premium as you are of your 
own product. (That is, almost as 
proud.) 


7. Don’t underestimate consumer in- 
telligence. If a premium is priced 
too low, consumer may suspect 
quality. 


8. Never try to make money on a 
self-liquidating premium promotion. 


9. Always pre-sell your promotion 
to the trade. Don’t let them find out 
about it by reading about it in a sup- 
porting ad. 


10. Always insist upon strong in- 
store display material for maximum 
returns. 


If YOUR 1956 SALES OBJECTIVE is on this list, spark it 
with a BELNAP & THOMPSON PRIZE INCENTIVE PRO- 
GRAM. Write or phone for complete details today! 


REDUCE INVENTORIES 
Oo [] SPARK SALES TRAINING 
[.] PROMOTE SPECIAL DEALS 
(_] INCREASE SALES CALLS 
(] INTRODUCE NEW MODELS 


(] WIN NEW CUSTOMERS 
[[] BOOST OFF-SEASON SALES 


Executives of a large candy company wanted to increase 
sales of slow moving items in the line—and thus increase 
production efficiency. Belnap & Thompson was called in to 
help develop an incentive program which would stimulate 
driver-salesmen to promote all of the company’s products. 


RESULTS: MORE SALES OF PRODUCT "A" RECORDED IN 
ONE WEEK THAN IN THE ENTIRE PREVIOUS YEAR. 


Sales of ALL of the slower items in the line also increased for a substantial 
gain in total volume. Merchandise incentive programs make salesmen eager 
to sell—willing to trade extra effort for an extra share of better living! 


Write today for your free copy of 
the new booklet, ‘‘How To Spark Your 
Incentive Power'’, a plan for adding 
POWER to your sales program. 


~— Bebuap 8 Thomphon, Sue, 


106 So. Wabash Ave. « Chicago 3, 


A COMPLETE INCENTIVE SERVICE ¢ 21 OFFICES COAST TO COAST 


CHICAGO NEW YORK DETROIT TORONTO 
Palmer House Roosevelt Hotel 2930 W. Grand Bivd 24 Milford Ave 
Incentive Centers in STote 2-6181  MUrray Hill 6-4266 TRinity 4-3070 ROger 2-7375 


Visit one of our 


. for more details circle 566, page 105 
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11. Don’t forget the man-in-the- 
middle—the dealer, the wholesaler. 
Instead of trying to force his coop- 
eration, design your promotion to 
encourage his assistance. 


12. Emphasize the servicing of a 
premium promotion and use top- 
level professional handling houses. 


13. Keep your promotion as simple 
as possible. Don’t outsmart yourself. 


14. Use easily remembered P.O. box 
numbers (particularly on local tv). 


15. Always deal with reputable 
manufacturers and their representa- 
tives. 


16. Utilize public relations to the 
utmost with every promotion. 


Finally, I have five observations 
that I'd like to leave with you: 


1. Always emphasize quality and 
value but never be guilty of gross 
exaggeration. When I see a soap 
company advertise for $1 a premium 
they say is worth $5, I squirm. If they 
can get $5 items to sell for $1—they 
ought to charge $3 and go out of the 
soap business. 


2. The PAAA should police the ad- 
vertised promotions severely—watch 
out for exaggerated claims and mis- 
representations. 


3. Some agencies, in providing many 
extra merchandising services, bill 
the client accordingly. I do not be- 
lieve there is any accepted procedure 
for premium promotions. Should 
there be? 


4. The PAAA should accelerate and 
increase its public relations program 
for the better education of all con- 
cerned as to premiums. We need 
more interchange of information, 
data and case histories. 


5. Remember, any respected agency 
will recommend or reject proposed 
premium promotions as they see fit 
in the best interests of all concerned. 
But I suggest you work even more 
closely with the agencies in the fu- 
ture. We need more education—from 
you. 44 


“I had a cup of brown paint sitting right 
here. Who swiped it?” 
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Premium Furs . . . Pretty Marion Todd 
models one of the luxurious furs shown 


by Hy Fishman Inc., New York. 


& UseeCE 


Foreign Coin Machine . . . Vending ma- 
chine dispersing foreign coins attracts 
Phillip R. Cross, National Biscuit Co. 


From Minks to Foreign Pennies 


Family-living, Wide Variety of New 
ltems Enliven Spring Premium Show 


Although the exhibits ranged from 
mink orchids for milady and men’s 
$100 wallets made of genuine “Jac- 
eratinga,” an Amazonian lizard, to 
balloons for kids—the majority of the 
premiums shown during the recent 
National Premium Buyers Exposi- 
tion at Navy Pier in Chicago, clearly 
reflected the nation’s increased “fam- 
ily living” trend. 

Based on AR’s review of the show, 
it would appear that the increasing 
suburban market is getting a big pre- 
mium play with an increase in qual- 
ity lines of soft goods, housewares, 
and major appliances over the for- 
merly more popular “gimmick” pre- 
miums. 

Another trend toward a greater 
percentage of experienced suppliers 
manning the booths was pointed out 
by Gorden C. Bowen, president of 
PAAA, which sponsored the expo- 
sition. 


>“In previous years,” said Mr. 
Bowen, “many of the exhibitors have 
been newcomers to the premium 
field.” 

More experienced men in the ex- 
hibitor booths meant more effective 
counseling for advertising and mer- 
chandising men visiting the show 
this year, according to Mr. Bowen. 

A veritable “premium paradise,” 


the 350 exhibits in the show offered 
thousands of visitors from all parts 
of the U. S. a chance to view and 
evaluate the possibilities of almost 
every conceivable kind of premium 
ranging from the unique to the prac- 
tical! 

Show-stopper exhibits ran the 
gamut in appeal from Columbia 
Records’ “Auravision,” the brilliant- 
ly colored singing-commercial post- 
cards recorded by top stars such as 
Doris Day, Rosemary Clooney, etc., 
to an American Flyer model train 
displayed by A. C. Gilbert Co., New 
Haven, that emitted real smoke and 
authentic “choo-choo” sounds as it 
zoomed around the top of a huge 
coffee can display. 


> However, to give a more compre- 
hensive idea of the many different 
types of items exhibited in the show, 
AR has selected just a few of the 
many “talk-of-the-show” premiums. 

Crowds gathered to see a portable 
air-conditioner that retails for only 
$39.95. Manufactured by Eska Co., 
Dubuque, Ia., the “Port-A-Temp” is 
the size of a clock radio and cools in 
an area of 15x10’ by forcing hot air 
over two refrigerant units. Fibre- 
glas filters purify the air by keep- 
ing out dust, dirt, pollen, etc. The 
unit is available in a variety of colors 





CHEMICALLY TREATED 


POLISHING CLOTHS PULL! 


Use them as a Give-Away 
or Self-Liquidator 


A PREMIUM AS EASY TO PACK AND SHIP AS PAPER! 


CADIE POLISHING CLOTHS ARE THE FASTEST SELLING CONSUMER 
ITEMS ON THE MARKET TODAY. NOW, HERE’S YOUR OPPORTUNITY 
TO CAPITALIZE ON THIS TREMENDOUS CONSUMER DEMAND BY 
USING CADIE CLOTHS AS GIVE-AWAYS OR SELF-LIQUIDATORS! 


WHAT ARE CADIE CLOTHS? THEY'RE CHEMICALLY TREATED, 
SPECIALLY PROCESSED POLISHING CLOTHS MADE FOR ALMOST 
EVERY CLEANING AND POLISHING PURPOSE. 


“Show-Stopper”’ American Flyer 
display by A. C. Gilbert Co., drew inter- 
ested visitors from all over the country. 


and a special model for automobiles 
retails at $44.95. 

Another popular item was the line 
of auto safety belts from the TNT 
Mfg. Co., Wheeling, Ill. The belts are 
made of nylon webbing with chrome- 
steel buckles. In colors to match 
automobile interiors, the belts retail 
from $9.95 to $11.95 including floor 
brackets. 


>Home entertaining with a novel 
and economical twist was featured 
by Fizzmaster Corp., New York, with 
a home soda-maker that makes 
“sparkling” wines from still wines 
as well as being able to carbonate 
other beverages. Packaged in a self- 
displaying box, the soda-maker has a 
five-year replacement guarantee. 


DUST CLOTH WITH SILI- 
CONE. Polishes as it dusts. 
Gives bright protective shine 
to all woodwork, from furni- 
ture to TV cabinets. 


AUTO POLISHING CLOTH. 
Dry washes your car! Cleans, 
polishes, protects and gives 
auto body a ‘showroom shine’ 
in just one going-over! 


ANTI-FOG CLOTH. Keeps 
your windshield clean, prevents 
steaming and fogging. Good 
for any glass surface, from 
bathroom mirrors to eye- 
glasses. 


SILVER POLISHING 
CLOTH. Cuts polishing time 
in half, by quickly removing 
tarnish and restoring lustre to 
silver, watches and jewelry! 


DOG CLEANING CLOTH. 
Give your dog a bath without 
using water! 


COPPER CLEANING MITT. 
Cleans and polishes copper and 
brass—from cooking utensils 
to door knobs. 


SHOE SHINE MITT. Cleans 
and shines shoes with just one 
wipe, use on any-color leather 
—on belts, handbags, luggage 
and upholstery. 


PRESSING CLOTH WITH 
SILICONE. Presses garments 
easily and quickly — because 
iron glides freely without stick- 
ing. No scorch, shine or lint! 
Can be used on even daintiest 
fabrics safely! 


Attractive practicality was seen in 
the Hi-Kool Town and Country set 
of “Therma-Glasses” exhibited by 
Gits Molding Corp., Chicago. Vir- 
tually unbreakable, Hi-Kools are 
two glasses that fit together as one 
to give an insulating action that 
keeps beverages cold or hot for 
hours. In assorted harmonizing col- 
ors, four 15-ounce glasses, packaged 
in a clear-cover gift box, retail at 
$3.75. 

A favorite of previous shows, the 
“Pro-Tex” antique automobile 
plaques were exhibited again this 
year by Ballanhoff Metal Products 


All Cadie Cloths cut cleaning chores— Save time, effort and money 
because the polish is right in every cloth. No liquid to spill, no powder 
to scatter, no paste to harden, hands always stay clean! 


NOW ...CADIE OFFERS YOU ANY PART OR ALL 
OF ITS COMPLETE LINE AS PREMIUMS! 


Under your own brand name... or the Cadie trademark. Cost 
is determined by size, quantity and packaging. We imprint the 
cloths for you! 

WRITE FOR SAMPLES AND PRICES! 


CADIE CHEMICAL PRODUCTS, INC. 
549 WEST 132nd STREET, NEW YORK 27, N. Y. 
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QUANTITY 
PHOTOS 


8x10’s as low as 6 cents. Una bY 


Postcards as low as 2c. 
Write for samples and 
complete price list on all ¢ 


IT’S WISE 

To Be Thrifty With 

Your Client’s Dollar 

We offer you custom-designed 


metal specialties at a price you 
can’t ignore—for any occasion. 


METAL ARTS COMPANY 


Dept. 23 ° 742 Portland Ave. 
Rochester 21, N. Y. 


sizes and quantities. 


KIER PHOTO SERVICE 


Mink Orchids . . . Premium buyer, James Dept. AR, 1265 W. 2 St., Cleveland 13, Ohio 


Street, General Mills, pins the ‘“‘latest’’ 


in furs on model Marion Todd. 
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Perfect self-liquidator. We 
handle complete job—proc- 
ess returns, print and mail 
pencils. No guarantee re- 
quired from you. Number of 
pencils in package determines 
sales price. Complete report 
of results given regularly. 


AR y COLLIN _ 


= 


Printed with your brand 
name, company name, slogan, 
trademark, or entire letter- 
head. Choice of pencil and 
printing colors. Fine quality 
Dixon pencils. Ideal good-will 

builder. Attractive prices. 

Fast service. 


JONES APPLIANCES 


Write for Full Information 


CINCINNATI PENCIL CO. 


903 Broadway Cincinnati 2, Ohio 
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designing revolving 
displays? turntables? 
. +. use 


TRIANGLE’S 


flat-as-a-pancake — 


‘Lay susan 


bearing 
All in one piece — no parts 
to lose or handle 
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Display men who have used 
Triangle’s “Lazy Susan’ bearing 
for revolving displays and turn- 
tables say there’s nothing on the 
market to equal it. Comes in 3 
sizes: 3”, 6 and 12” — only 
46 thick. Carries light or heavy 
weights. Swivels easily on ball 
bearings in large race. All steel, 
stamped and interlocked construc- 
tion. Priced amazingly low. For 
information, write: 


TRIANGLE MANUFACTURING CO. 
Oshkosh, Wisconsin 
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Information Available 


The items mentioned in this report on 
exhibits at the Premium Buyers Exposi- 
tion are described more completely in 
literature available from the manufac- 
turers. This literature is available 
through AR’s Readers’ Service depart- 
ment. If you desire copies, circle the 
numbers below on the Readers’ Service 
card near the back cover of this issue. 
501... Auravision “singing-commer- 
cial’ postcards. 

502... American Flyer model train. 
503... Portable air-conditioner. 
504... Auto safety belts. 

505 ... Fizzmaster’s home soda-maker. 
506... Hi-Kool Town and Country in- 
sulated ‘’Therma-Glasses”’. 

507 ...Pro-Tex antique automobile 
plaques. 

508 .. . Giant-sized fiber board toys. 
509 ...Pursetube samples of expen- 
sive perfumes. 

510...Miniature business-card cuff- 
links. 


Co., Chicago. With six new models 
added to the line, the Pro-Tex 
plaques are now available in 10 dif- 
ferent models. The steel tops are 
colorfully decorated with “old-time” 
autos while air-cell insulation and 
asbestos backs make the 7x7” 
plaques good for hot dish mats that 
can also be used as wall decorators. 
They can be ordered in assorted or 
individual designs. Prices range from 
20¢ to 37¢ depending upon the quan- 
tity ordered. 


> The “young-in-heart” visitors soon 
found their way to the giant-size 
fibreboard toys exhibited by Mer- 
chandising Premiums Inc., New 
York. Although the line includes a 
supermarket, a lemonade stand, gas 
station, etc., one of the most interest- 
ing items was the Western ranch 
house. Large enough for three jun- 
ior-sized cowpokes and furniture, 
the colorful printed interior is dec- 
orated with bearskin rug, fireplace, 
bedstead and rifles. The house, meas- 


“‘Port-A-Temp” .. . Maribelle Lee en- 
joys a cool breeze from portable air con- 
ditioner held by Robert Shriver, Avco mfg. 
Corp. 


uring 48x4412x26”, retails for $7.95. 

The fragrant appeal of perfume 
drew crowds to the booth belonging 
to Club Aluminum Products Co., 
Chicago, where samples of “Nips,” 
purse-size tubes of $50 per ounce 
perfumes were being offered to vis- 
itors. Prices for Nips range from $75 
to $135 per thousand. 

Cufflinks that were miniature busi- 
ness or personal cards shown by 
Rosenthal’s, Omaha, created consid- 
erable interest. Made of satin finish 
Rhodium plate, the cufflinks dupli- 
cate exactly, even as to color, the 
design and layout of the card sent 
with the order. Retail price is $10 
plus tax and 21 days for delivery is 
requested for the custom-made cuff- 
links. 44 


Nabisco Gets “Hot Shot” 


Premium For Promotion 


Thanks to what it calls the “hot- 
test” premium promotion in Nabisco 
history, more children will be eating 
Shredded Wheat than ever before, 
according to an announcement by 
the Special Products Division of Na- 
tional Biscuit Co., N. Y. 

A “Rin Tin Tin Cavalry Rifle Pen,” 
the premium must be “bought” by 
the children with a Shredded Wheat 
box top. 

It is modeled in black plastic after 
an actual model of a standard rifle 
used by the U. S. Cavalry. A ball 
point pen shoots out when the trig- 
ger is pulled, and the pen recedes 
into the barrel when the rifle bolt is 
pulled back. 

According to the company, the pen 
offer pulled large returns even when 
presented just on the back of the 
Shredded Wheat package without tv 
or other backing. 44 


lvory Offers Boats to Kids 
In Four-Pack Promotion 


To launch its new “four-pack” 
promotion, Ivory Soap division, Proc- 
ter & Gamble, Cincinnati, is offering 
full-color plastic sailboats to young- 
sters. 

Made of a lithographed, vacuum 
formed process, the 3-D sailboats 
were designed as giveaways to be 
placed in a special package contain- 
ing four large-size bars of Ivory 
Soap. 

The floating properties of Ivory 
Soap are merchandised and the prod- 
uct made an integral part of the 
promotion, since the child actually 
“sails” his boat by anchoring the 
mast to the floating soap. 

Point-of-sale material and news- 
paper ads were used to promote the 
premium. 44 





Few ‘Lookers’ 


Spring Specialty Shows 
Set Business-like Pace 


More business-like than ever 
seems the appropriate way to sum up 
the Advertising Specialty National 
Assn. and the Advertising Specialty 
Institute spring shows held in Chi- 
cago during March. 

“Lookers” and the merely curious 
were noticeably absent among the 
throngs of jobbers who crowded the 
two shows. In fact, even the press 
played a lesser role than usual as 
show officials sought to confine the 
shows in major part to legitimate 
jobbers, who would attend for the 
primary purpose of doing business. 

Noticeable among the items shown 
at the two shows were a large pro- 
portion of “gift” type specialties and 
specialties designed to make a more 
lasting impression. On the other 
hand, there was no lessening of the 
number of gimmicks that annually 
attest to the ingenuity of suppliers 
in the $400,000,000 specialty business. 

Among interesting and typical 
items exhibited at both shows were: 


e Stamp Keeper ...a polished brass 
circular holder for a roll of postage 
stamps. With a black lacquer base 
and protective felt underpad, the 
Stamp Keeper also serves as a paper- 
weight. By Keystone Specialty Co., 
Mt. Vernon, N. Y., the stamp keeper 
retails at $1. 


e Spill-Pruf Tray ... Built to utilize 
the principle of centrifugal force, the 
tray has a handle for carrying that 
permits free movement of the arm, 
while the tray itself remains hori- 
zontal. The tray includes a plain cork 
liner, which can be imprinted. By 
Business Reminders Inc., New York, 
the tray can be folded and hung as a 
wall decoration. 


e Paper Mate Pen... Paper Mate, 
Culver City, Cal., introduced a new 
low-price model, available only with 
imprinting. In solid and two-tone 
color combinations, the new Paper 
Mate ranges in price from 50¢ to 89¢. 


e Patio Bell . Made of drawn 
brass, the patio bell hangs from a 
bracket designed like a four leaf 
clover. The clapper is pulled by a 
rawhide thong, which has a rabbit’s 
foot attached. Designed for patio or 
outdoor barbecue use, or for use on 
small boats and pleasure craft, the 
bell measures 6” in diameter and is 
6” high. By Harry S. Dressel, Graf- 
ton, Wis., suggested retail price of 
the bell is $7.50. 


e Combination Tape and Tape 
Square ... This tape has a special 
attachment to form a right triangle, 
and is designed for builders, masons, 
carpenters, roofers, home repairs, etc. 
Names may be embossed on the con- 
tainer. The tape is 50’, white, with 
special joints to form a 3-4-5 right 
triangle, and includes a hook handle 
for one man measurements. It comes 
in a vinyl pocket pouch and may be 
gift wrapped. The tape is supplied 
by Justus Roe & Sons, Patchoque, 
N. Y. 


e Tool Kit ... By Alpine Products, 
New York, the tool kit is designed 
for car, home, office or shop use. It 
includes 10 tools and a removable 
handle in a 6” plastic container. The 
tools include such items as a tack 
puller, hammer, awls, screwdrivers, 
etc. A special feature of the handle 
makes it possible to lock each indi- 
vidual tool into the handle. 


e Ubangi . . . Ubangi is a figurine 
which serves as an exotic decoration, 
bottle opener, paper weight or ring 
holder. Cast of solid metal with an 
ebony finish, the figurine represents 
a female aborigine in the African art 
style. It includes brass neck rings and 
a brass base plate. Imprinting may 
be provided on a card insert to go 
with each individual figurine. Ubangi 
is a product of Gerard Industries 
Inc., Toledo, O. 

e Indoor Thermometer Plaques .. . 
Four indoor thermometer plaques 
were displayed by Majestic Creations 
Inc., Woodside, N. Y. In each one, 
the thermometer itself is set in the 
plastic plaque, with ample space for 
imprinting. The thermometers are 
equipped with pressure - sensitive 
tapes for attaching them to mirrors, 
walls, ete. 

e Meteor Letter Opener... Of clear 
plastic, the meteor letter opener is 
designed for safe handling, long wear 
and easy use. It has a slender point, 
which is inserted under the flap of an 
envelope, and a cutting blade, pro- 
tected by a guard. The letter opener 
is held by a round disc, which may 
be imprinted on one or both sides. 
The Meteor Letter Opener is a prod- 
uct of Marsh Associates Inc., Ma- 
maroneck, N. Y. 

e Super Wheels ... Supplied by 
Super Publications, Buffalo, the Su- 
per Wheel line includes a wide range 
of graphic calculator-type guides for 
use in traveling, cooking, mixing 
cocktails, remembering anniver- 
saries, car maintenance, home hints, 
etc. The wheels are all the same 
type, consisting of a smaller rotating 
wheel set on a larger wheel. The 
larger wheel is 6” in diameter. De- 
signed as giveaway and mailing 
items, prices are 10¢ to 20¢. 44 








TWEETEN ZLatéer 


THE PENCIL OF 1000 USES 


MARKS ON ANY SURFACE 
PHOTOGRAPHS 
CELLOPHANE 


PLASTIC § = METAL 
WooD GLASS 


PAPER FILM 
49c each 


For 


Advertising Agencies . Newspapers 

Publishers * Typographers « Printers 

Engravers « Art Studios * Photographers 
1 to 3 doz. $5.29 per dozen. 


342" Refill % 12 Refil 
Per Box 
Tweelen 25¢ 


IN BLACK, BLUE, \ | *° — 
RED, GREEN, ' 


Tat Refill 
YELLOW, WHITE $2.70 


per dozen 
Order from your 


Stationer or Arts Supply Dealer .. . TODAY 


TWEETEN FIBRE CO., INC. 


Dept. AR . 2045 Fulton St., Chicago, III. 
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ADVERTISING 
BALLOONS 


imprinted 
with your message 
as give-aways 
for store openings 


Member of 
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DOUBLE SELLING POWER 


BUILDS 
LASTING 
GOODWILL 


3” x 5” 
SLENCIL 
COMPANION 
NOTEBOOK 


Slencils have 
eraser and 
spare leads 


Your Advertising gets attention on BOTH 
Notebook and Pencil. There is no other 
Notebook Combination like this with the 
New, Slim, Non-Bulging Slencil Pencil. Also 
holds notes, business cards, etc. . . . Stand- 
ard Fillers available everywhere. Attractive, 
Practical, Durable, Surprisingly Low Priced 
. . . in Leatherette, Saddle Leather or Pig- 
skin with Gold or Colored Slencil. 
Executive's request on business letterhead 
brings sample promptly. 

No jobbers, please. 


Slencil 


255 Main Street, Orange, Mass., U.S.A. 
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Veale dealt as 
\TO YOUR SALES PROMOTION 


Advertise with 


Tia 


Fires-up sales and dealer programs, 
conventions! for Executives, Salesmen, 


Dealers .. . Valued as business gifts! 


MILLER BEER 





“'Adver TIES’ WILL BE SPECIALLY MADE to faith- 
fully reproduce your Trade Mark, Slogan, or your 
Product . . . Many progressive-minded concerns, 


National and International, are regular users of 
“Adver TIES’. 











This high-grade neckwear is de- 
signed to your specific needs on 
Regular or Bow Ties—styled with 
‘dignity’ or with the ‘unusual’ 
touch .. . HAND MADE of high- 
est quality to give ‘zest’ to your 
sales program, convention, new 
product, or any special event . 


Write TODAY for details. Furnish 
ad samples and give estimated 


quantity. 
AMERICAN 


NECKWEAR MFG. CO. 
Dept. AR 
320 S. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 
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How Long is a Shoelace? 


New Twist on Guessing Contest Gimmick 
Brings Added Sales to Department Stores 


By Haviland F. Reves 
AR Detroit Correspondent 


The old question about the length 
of a shoelace became of paramount 
interest to young customers of Sam’s 
Department Store, which operates 
three popular-priced stores in the 
Detroit metropolitan area, through a 
planned contest in the shoe depart- 
ment. 

The familiar method of arousing 
interest in a store’s operation and 
boosting traffic by means of an esti- 
mate, informed or otherwise, upon 
the number of beans in a jar or some 
other large quantity of small items 
was given a novel twist, peculiarly 
appropriate to the department. 

A large glass bowl in each store 
was filled with shoelaces—and the 
odd characteristics of laces just 
crammed into the bowl proved a bit 
frustrating to estimators—but served 
to gain interest. 


>This was an event to appeal di- 
rectly to the small fry in the chil- 
dren’s shoe section, with every 
youngster who came into the depart- 
ment given an opportunity to par- 
ticipate. To make matters really com- 
plicated, the appeal was given a little 
indirection, and the question was not 
on the number of laces in the bowl, 
but on the total length of all the 
laces. 

No purchase was required for the 
contestant to qualify for an entry— 
the contest was designed strictly as a 
traffic builder for the department 
and brought youngsters onto the 
floor —in most cases appropriately 
accompanied by their parents. 

“Practically everyone in the de- 
partment was buying shoes,” accord- 
ing to comment on the floor, indicat- 
ing that despite the absence of a 
purchase qualification the objective 
of delivering customer traffic to the 
point of possible purchase turned 
that potential, in a large proportion 
of instances, into actual sales. 


>The contest was backed by the 
Laconia Shoe Co., national manu- 
facturer whose line is featured in 
the Sam’s stores. Details were 
worked out jointly by Harry Fish- 
man, shoe buyer for Sam’s, and by 
Ernest C. Armstrong, state repre- 
sentative for Laconia. 

The contest was timed to run for 
a full month to give opportunity for 
a well-spread turnout of patrons, in- 


cluding repeat customers, built 
around the normal turnover of traf- 
fic in a department store. 

Prizes were selected to appeal spe- 
cifically to the youngsters—a bicycle, 
boy’s or girl’s model as selected, went 
to the winner in the contest at each 
store. Coming in the fall, with the 
return to school the dominant fac- 
tor in contestants’ lives, this was a 
logical selection and one certain to 
arouse eager interest and conversa- 
tion among young visitors to the 
store—building by effective word-of- 
mouth over the playgrounds the mes- 
sage that Sam’s was a good place for 
kids to visit, right now. 


>A special incentive bonus was ar- 
ranged for the period of the contest 
on the Laconia line, which was the 
objective of the promotion. Sales- 
people were given a bonus on sales 
in this line during the period—with 
the very satisfactory result that, in a 
period when volume is normally ex- 
pected to be low in the children’s 
shoe field, it was found that the 
Laconia stock was almost cleaned off 
the shelves in the first two weeks 
and replacement stock had to be 
rushed in. 

The final awards in the downtown 
stores, of which Sam’s operates two, 
were held as regular store events, 
but in another store in suburban 
Dearborn, it was made a civic oc- 
casion. 

Mayor Orville Hubbard was on 
hand to recognize the youth of the 
community by making the presenta- 
tion of the award to the winner in 
person. 44 


Letterhead Contest Opens 
To Printers and Salesmen 


A week end in Wisconsin will be 
given to the winners of a letterhead 
competition open to commercial 
printers and paper distributor sales- 
men. 

Sponsored by Whiting-Plover Pa- 
per Co., Stevens Point, Wis., the con- 
test will award the week ends to 12 
printers and 12 salesmen this fall. 

To enter, printers must submit 
three copies of any letterhead print- 
ed on Plover Bond, and judging will 
be based 50% on reproduction ex- 
cellence, and 50% on design quality. 

44 





Kiddie’s Sailboat Promotion . . . Bright, 
plastic boats that ‘’sail’’ on cakes of Ivory 
are being used by Procter & Gamble in its 
new “‘four-pack’’ promotion deal. 


Air Folder Includes Maps 
Of Major Cities Served 


Brochures for passengers of Avi- 
anca, Colombian National Airways, 
contain detail colored street maps of 
major cities along the route. 

Developed as an aid to the trav- 
eller while visiting New York, 
Miami, Paris, Madrid, Bogota, etc., 
the eight-color maps indicate the 
major streets and avenues of these 
cities. 

In addition, they include the loca- 
tions of the principal hotels, theaters, 
embassies, public buildings and local 
points of interest and indicate the 
roads leading to focal points on the 
outskirts of each city. 

New York City is shown in three 
different types of maps including: 

e An aerial view of the city, show- 
ing the main surface transportation 
arteries. 

e A street map indicating landmarks, 
hotels, and the location of famous 
theaters in the Broadway area, etc. 
e A Rapid Transit map, showing the 
city’s subway system and giving 
transfer points from one line to an- 
other and stops nearest major points 
of interest. 

Avianca’s maps were produced by 
Wendell P. Colton Co. 44 


THE RED-BicoDeEo | 
BoYs CEREAL 
— | 


Youn 
“Sales have boomed since we replaced 
the baseball player trading cards with 
art nudes!”’ 


Compound Adds Odor 
To Paper in Press Run 


Odors can now be impregnated in 
paper during the printing process 
because of a new technological de- 
velopment which differs from pre- 
vious attempts to add scent. Edward 
J. Russell, editor of American Printer 
and Lithographer, explained the 
process in the March issue. 

The process uses a jelly-like sub- 
stance called Fragrance Process 
Compound. 

After a printing job has been com- 
pleted, the press is washed. and the 
ink fountain filled with the com- 
pound. Then the job is rerun through 
the press as a blank plate (tint block) 
actually “prints” on the scent. A 
careful wipe-down is all the clean- 
ing necessary after using the com- 
pound, which acts as a cleaner for 
blankets and roller, according to the 
article. 

Prices for 1 lb. of FPC start at 
$7.75. The author says it will do a 
lasting job on 4,000 sheets of 812x11” 
uncoated stock. Under normal condi- 
tions, he says, fragrances will last 
for 90 days. 

Mr. Russell says the compound has 
broad applications, although caution 
is necessary in attempting cooked 
food aromas. Examples he gives in- 


Eagle Imprinted Bal- 
loons are economical 
salesmen — good will 
builders. 


<* 


cludes literature for flowers, notions, 
cosmetics and candy, as well as for 
inserts with clothing, haberdashery, 
sporting goods—and even with un- 
pleasant-smelling products which 
could use an aromatic lift. 44 


Ad Machine Holds Cards 
Of Local Advertisers 


A vending machine that vends ad- 
vertising cards of various types of 
businesses has been introduced by 
the Grey International Corp., N. Y. 

Designed principally for hotel lob- 
bies, the unit is called “Selector” and 
contains cards of 40 non-competitive 
advertisers, such as shopping centers, 
night clubs, restaurants, etc. 

Hotels using the Selector machine 
refer guests to it when asked for 
information. The guest simply press- 
es a plunger for the service in which 
he is interested and a card is auto- 
matically ejected. 

The cards, which may be printed 
in one or two languages, describe the 
establishment and the services it has 
to offer and give the address and 
phone number. The back of the card 
shows a map and arrow pointing to 
the exact location, so the card can 
be presented to a taxi-driver, or used 
as directions for walking and driving. 


Consult us on your 
promotional problems. 
We offer Prompt Ser- 
vice, Fast Delivery, High : 

Quality. 


EAGLE RUBBER CO., INC. - ASHLAND, OHIO 
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No matter which you use... 


EVERY 


Many projectors LOOK somewhat alike, 
in appearance and price—but Viewlex 
has something extra! Rigidly controlled 
standards of QUALITY carried through 
every step of manufacturing assure pro- 
jectors that are trouble free and a 
delight in operation. VIEWLEX QUALITY 
CONTROL is a precious property—it is 
the real reason why Viewlex guaran- 
tees every Viewlex projector for a 


lifetime! 


V-2€ -V-22C -V-25C 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds, V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-11 inch 
lenses. 


VIEWLEX VIEWTALK 


Plays: standard and long- 
playing records, up to 16" 
—two permanent needles 
on twist arm. 33'/3, 45, or 
78 r.p.m. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6" x 9° detachable speaker 
for 500-watt projector. 


: VIEWMATIC 


Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides. 
Holds 30 slides, changed by 
remote control push-button 
or automatic timer, Runs 
forward or backward at any 
speed. For teachers, lec- 
turers, sales and advertising 
promotions. 


V-48 — V-44S 
For single-frame filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2", 3", 5° and 7” focal- 
length lenses available. 


VIEWTAPE 


Hi-Fi sound and picture. 
Easy to record. Easy to edit. 
Fast wind and rewind. | full 
hour on every 5" reel. Per- 
fect for schools, churches 
and industry. Accommo- 
dates any Viewlex Projector. 


STRIP-O-MATIC 


Remote control 35mm film- 
strip advance mechanism. 
Hand-held push-button. Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors (il- 
lustrated here with V-25C). 


Write Dept. A-5 for colorful illustrated literature. 


Oey lil-( One Ceti ae hell t dey if) 


Oy / 35-01 QUEENS BOULEVARD 
Seal Camels ht te 1) Lae Se Wp INC. 
metal, or tape slides intermixed. LONG ISLAND CITY 1, N. Y. 
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The success or failure of your 
audio-visual presentation may 
depend on “the little man who 
works in the dark’’—the projec- 
tionist. How to help him do his 
job and help yourself and your 
presentation at the same time is 
told in this article. 


By Robert B. Konikow 


Why should anybody bother about 
the happiness of a projectionist? Aft- 
er all, he is only the little man who 
works in the dark there in the rear 
of the hall alongside his projector. 
Nobody sees him; nobody talks to 
him. But watch out, mister, for upon 
the happiness of that little man may 
depend the success or failure of your 
carefully-planned meeting. 

You may have spent weeks of 
preparation and thousands of dollars 
on that meeting. Your motion pic- 
ture may have cost you upwards of 
$1,000 a minute to put in the can, but 
a slight misadjustment in focus by 
the projectionist may make it impos- 
sible for anybody to see your point 


How To 


Keep Your 


Projectionist 


clearly. A poor adjustment in volume 
may lose that brilliant commentary 
whose every word cost so much 
sweat and tears. A little misunder- 
standing between you and your pro- 
jectionist may result in the audience 
getting absolutely nothing from that 
brilliant slide presentation that took 
so much of your time. 

None of these possibilities may be 
deliberate. But honest confusion is 
just as dangerous as deliberate sabo- 
tage, so far as effectiveness in mess- 
ing up your message is concerned. 
To be sure, a decent operator will 
not allow fuzzy film to run very long. 
Yet it will take him a while to notice 
and then to correct out-of-focus pro- 
jection. And then, not only will your 
audience have missed the opening 
titles, the all-important credits, and 
the mood-setting introduction, but a 
feeling of dissatisfaction, which will 
fix the tone for the rest of the show- 
ing, may have been established. 


> Such events may be minor—months 
or years later—but at the time they 
are tragic, particularly since they 
can be avoided by making special 
efforts to keep the _ projectionist 
happy. 

Accidents happen because of two 


factors. One is the lack of compe- 
tence of the man behind the pro- 
jector, and the other is the lack of 
clarity of the man behind the man 
behind the projector—you. 

Let’s get into the question of a 
competent projectionist, and what 
you really mean by the term. It isn’t 
only ability to thread a motion pic- 
ture projector, but something beyond 
that—something which might go by 
the name of maturity. It is rather a 
matter of judgment and responsibil- 
ity. If you have kids, you are familiar 
with the institution of the baby sitter. 
If your kids are halfway grown up, 
you can leave them alone many eve- 
nings, especially if you are sure 
nothing extraordinary will happen. 
It is for these emergencies only that 
you really need a sitter. So why 
bring in a sitter who may not have 
the maturity to handle emergencies 
if they come up? 


> One might say the same of projec- 
tionists. If everything goes all right, 
you can use your office boy, or even 
your 12-year-old son, for the job. It 
takes only a few minutes to teach a 
beginner to thread a machine. But 
what would happen if the film broke 
in the middle of the show, or the 
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exciter lamp went dead, or somebody 
tripped over the speaker cord? Has 
an amateur the judgment to keep his 
head, to examine the situation quick- 
ly, and to do competently whatever 
needs doing to get your show back 
on the track? 

It may cost you a few dollars more, 
of course, to get a professional, but 
add up the total costs of your meet- 
ing, including your own preparatory 
time, the advance promotion and the 
time of the audience, and don’t you 
think a small percentage is valuable 
as insurance? 

Of course, it is not always easy 
to find a competent projectionist, and 
there is no standard technique by 
which you can predict one’s ability. 
In this case, as in so many others, 
experience is your best guide. If you 
have found a man who has given 
you good service in the past, who 
always shows up in good time, whose 
equipment is invariably right for the 
situation, and who, working unob- 
trusively, always puts a good pic- 
ture on the screen, hold on to him 
and treat him right. He is worth ev- 
ery cent you pay him. 


> Sometimes, however, internal pol- 
icy may require that you utilize the 
resources of your own organization, 
that you use your own projector and 
one of your staff members as projec- 
tionist. If this is a full-time position 
on your staff, then use the same rule: 
get a good man and treat him right. 
But if it is just a side issue for a man 
whose main job is something else, 
it is a different matter. In this case 
there are a few general rules which 
apply. 

You can’t have good projection 
without good equipment, nor can you 
have good equipment without an 
adequate system for maintenance. As 
a beginning, just one person should 
be responsible for the machine. Many 
may borrow and use it, but one per- 
son alone should have the job of oil- 
ing it according to schedule, of 
checking it in after every use, of 
seeing that there are spare belts and 
lamps for the next user. He should 
learn how to perform minor repairs, 
and should be backed up by a service 
contract and regular inspection and 
overhaul by a local expert. 

If you are meeting out of town, you 
have a different problem. It is un- 
likely, in most cases, that you can 
build up sufficient experience in any 
one city to serve as a guide. You will 
be a comparative stranger in almost 
every community. If you must get a 
projectionist locally, the simplest 
thing to do is to check the classified 
telephone directory. This is simplest, 
but it is not necessarily the most 
effective, for the yellow pages give 
you few hints as to his reliability. 
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>The membership directory of the 
National Audio-Visual Association is 
a somewhat better guide. The firms 
listed here are substantial, a recog- 
nized part of the industry, and are 
likely to be dependable, although 
there is no sure guarantee of this. 
However, if you do a lot of work out 
of town, you might find this direc- 
tory handy as a starting point. Write 
NAVA for your free copy. 

Another method of getting help in 
an out-of-town location is simply to 
ask the hotel in which you are meet- 
ing to make such arrangements. 
There are some advantages in doing 
it this way. Even if the hotel does not 
have its own staff projectionist, it 
may very well have a favorite oper- 
ator who handles many of the func- 
tions in the hotel. He will have be- 
come thoroughly familiar with the 
hotel, its arrangements and its re- 
sources. He knows where the outlets 


are, where he can borrow an extra 
extension cord in a hurry, and so on. 
He is familiar with the union regula- 
tions in force at that particular hotel, 
and these vary widely. 


> This brings up one point which you 
should watch out for. While not all 
hotels require union projectionists, 
many do, and armories and conven- 
tion halls are frequently more rigid 
than hotels. In some places you may 
be able to use your own staff mem- 
ber, but not to hire a non-union op- 
erator. In others a union operator 
must be used. 

In ordering a union projectionist, 
whether you do it directly or through 
the hotel, you should be very careful 
to be specific in outlining your re- 
quirements. If, for example, you are 
supplying the projector, be sure to 
include the name of the make in your 
specifications, for many locals do not 


distinguish between 35mm and 16mm 
equipment. Since the bulk of the 
membership has traditionally been 
theatrical projectionists, you are 
likely to get a man who has never 
seen a 16mm machine before, and, 
what is more, despises the gadget. 
Careful specifications may avoid this 
situation. 

Once you have obtained a man to 
handle the job for you, you must let 
him operate at full efficiency. He 
can’t do this without your coopera- 
tion, without the facts that only you 
can supply. 


>Give him enough time to arrange 
his set-up well in advance. Let him 
know which rooms you are going to 
use for films, the size of the audience, 
and any other pertinent information. 
Don’t be niggardly with your infor- 
mation. It is better that he should 
have two or three facts he doesn’t 
need than be lacking one he must 
have. 

Let me recount an incident which, 
although it happened some years ago, 
still gives me the shudders when- 
ever I think about it. At the time I 
was a project supervisor for a firm 
which prepared visual presentations. 
On this particular job we were re- 
tained to prepare a set of color slides 
showing some proposed changes in 
organization. 

These were to be shown to an au- 
dience of some 5,000 convention dele- 
gates meeting in the Atlantic City 
Auditorium. We had a tremendous 
muslin screen especially installed for 
these slides, and in order to get suf- 
ficient magnification retained a local 
firm to install and operate an are 
slide projector, the only kind which 
would furnish enough light. 


>The slides themselves were glass- 
mounted Kodachrome, 314x414", and 
I personally took them to Atlantic 
City. On the previous evening we 
checked the installation. The results 
were fine, and since there were no 
complications expected, we did not 
feel it necessary to have a full re- 
hearsal. 

The first slide was called for dur- 
ing the presentation the next day. 
The projectionist opened his shutter 
and the chart appeared on the screen. 
It was highly satisfactory; the details 
could be seen clearly from all parts 
of the tremendous hall. The speaker 
began to explain the chart, and he 
talked and talked and talked. Sud- 
denly there was a loud crack, and a 
jagged line shot across the screen. 
The heat of the arc had broken the 
glass. 

This was bad enough, but soon 
the emulsion began to melt, and the 
neat boxes of red and green began to 
run and lose their shape. To make 
matters more confusing, the streaks 
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A hot selling idea gets really hot when you handle it with Day-GLo! 
Sunbonded® Day-GLo colors are daylight fluorescent. They actually glow 
from within to give you up to four times the brightness of the brightest 
ordinary colors! Your advertising becomes magnetic, fresher, more powerful! 


Sunbonded DAy-GLo colors stay bright, too! DAY-GLO painted bulletins 


last up to six months. DAy-GLO screen processed posters and displays last SUNBONDED® 
up to four months. For highest quality, insist on genuine Sunbonded Day- 


GLo*. Switzer Brothers, Inc., 4732 St. Clair Avenue, Cleveland 15, Ohio. D AY © G L o° 


*"'Sunbonded” and ""DAY-GLO”’ are Registered Trade-Marks for daylight fluorescent color products manufactured by or under license from Switzer Brothers, Inc 





naturally ran up the screen, present- 
ing a fascinating picture to every- 
body except me, our client and, pos- 
sibly, the projectionist. 


> Whose fault was it? Certainly not 
the speaker’s, for he was the client 
and a client can do no wrong. The 
projectionist’s? Perhaps, but could 
I have expected him to predict the 
longwindedness of the speaker? 
Mine? Who else is left? Had I in- 
formed the projectionist that the 
slides were to remain in the projec- 
tor for longer stretches than normal, 
he might have been able to do some- 
thing about it, or perhaps we should 
have redesigned the presentation or 
warned the speaker in advance. This 
accident might have been avoided. 

This is typical of the details the 
projectionist should have if he is to 
ensure you a smooth meeting. Give 
him enough time to set up his equip- 
ment properly. Just because your 
film is going to run for only 10 
minutes, in the middle of a three- 
hour program, don’t think that you 
can ask the projectionist to show up 
15 minutes before the screening, get 
set up, run the film, and then take 
the next 15 minutes to break down 
and remove his equipment. You must 
retain him for more than the three- 
quarters of an hour that this repre- 
sents. 

If he is a conscientious projection- 
ist, he will have a lot to do before he 
ever starts your film rolling. He ar- 
rives in the meeting hall with his 
screen and projector. He sets the 
screen in position at the head of the 
hall. He then locates a table and puts 
it near the rear of the room, or he 
sets up his own projector stand. He 
plugs in the projector, selects the 
proper lens and distance from the 
screen to fill the screen. Next he 
places the speaker unit near the 
screen and plugs it in. 


>He then threads up your picture, 
sees that it is in focus and runs it 
far enough along to reach the com- 
mentary. This enables him to adjust 
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eee the TSI-Duolite 


With standard screen 


Yes, we mean anywhere . . . even in lighted rooms. 
With the Duolite you can show 16 mm movies in many 
places that were never before practical. The Duolite 
has a large built-in TV size screen that gives you 
beautiful picture reproduction without the fuss and 
bother of setting-up a screen or darkening the room. 
Yet, when you want to use a standard external screen, 
the same projector can be used. Just a flip of the 
lever and you're ready to go. 


The built-in screen allows movies to be shown anyplace 
you can set the projector down and plug it in. Think 
of that! Think what that could mean in terms of your 
doubling or even tripling the use of your films. Salesmen 
love the Duolite. It’s so easy to set-up and operate. 
They don't have to lug around a separate screen and 
other equipment. Sales films can be shown right on 
the prospects desk without any disturbance at all. 
Any room big enough for a desk is big enough for 
a Duolite show. 


Write today for free literature and complete specifi- 
cations on the Duolite. If you wish, a demonstration 
can be arranged at no obligation. 


) TECHNICAL SERVICE, INC. 


West Coast Office: 4357 Melrose Ave. * Hollywood 29, Calif. « 


30865 FIVE MILE ROAD « DEPT. K « LIVONIA, MICH. 


Phone Normandie 5-662] 


Canadian Distr.: S. W. Caldwell, Ltd. ¢ 447 Jarvis St. « Toronto 5, Ont. 


Foreign Distr.: Westrex Corp. (formerly Western Electric Export) « 111 Eighth Ave., N.Y. 11,N.Y 
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the tone and volume to give you the 
best presentation of that film for that 
room. He now reverses the film until 
the titles are in position, and he is 
ready to roll. He then makes sure 
all the cables and cords are out of 
the way, so nobody will trip on them 
in the dark. He then goes out for 
a welcome cigarette to await the 
scheduled running time. 

If you insist, he can arrive during 
your meeting and get set up then. 
He will be as quiet as he can, but he 
will not be able to test for tone or 
volume. So the film may open with a 
blast or with a fuzzy picture for a 
minute or two. But you may have 
saved his fee for a couple of hours, 
so you cannot complain. 

Another thing you ought to do is 
get your film to the projectionist well 
before the showing, preferably the 
day before. This will give him a 
chance to inspect it thoroughly ahead 
of time. He will catch splices that 
might come apart during the show- 
ing, torn sprocket holes that might 
cause interruption, and other matters 
that might interfere with the success 
of your meeting. He can make sure 
you have given him the correct film 
in time to do something about it, and 
to see that the film was rewound 
after its last showing. 


> All of these should have been done 
before the film was sent to you for 
your meeting, but there are slip-ups, 
and it is your meeting that is at 
stake, not the one already completed. 
This time will also give him a chance 
to splice two or more films, scheduled 
for the same showing, on one reel, 
to eliminate interruptions required 
by rethreading. 

These remarks have been aimed 
chiefly at motion picture projection, 
but many of the same things apply to 
filmstrips and slides. The latter, in 
particular, have a nasty habit of 
either getting out of order, or being 
projected upside down or wrongside 
to. There are eight ways of inserting 


a 2x2” slide in a projector, and only 
one of them is correct. 

The most familiar way of insuring 
that a slide is always inserted prop- 
erly is to put a thumb-mark in the 
upper right hand corner. This is the 
corner most naturally grasped by 
the right hand of the operator as he 
drops the slide in position. There are 
stickers, both gummed and self-ad- 
hesive, both blank and numbered, 
which can be obtained for this. But 
for cardboard slide mounts there is 
another way which I have found 
more convenient. 

Just snip off that corner with a 
scissors. Do it uniformly on all slides, 
and make the snip about twice as 
long as the vertical edge of the slide 
as on the horizontal edge. The beauty 
of this system is that there is only 
one position that fits, and any slides 
that are out of position are discern- 
ible at a glance. Thumb-marked 
slides must be checked one at a time. 


> Another helpful trick is to see that 
the slides are always in the proper 
order. When they all are correctly 
arranged, hold them together firmly 
in a neat pile, and draw a diagonal 
line across the top of the set. A 
crayon or colored pencil is fine for 
cardboard mounts, while the glass or 
metal mounts call for a strip of 
opaque acetate tape. Put on one strip 
for the whole set, and then slice the 
slides apart with a razor blade. 

A misplaced slide will be immedi- 
ately apparent by the break in the 
diagonal line. Using doubled lines, or 
different colors, or combinations, will 
enable you to check, in addition, 
whether a slide is in the set to which 
it belongs. 

When you are running a slide or a 
silent filmstrip presentation, be sure 
you and your projectionist agree on 
the signals. If you are using a pre- 
pared script, it is helpful to let him 
have a copy, properly marked, to fol- 
low. If not, make your signal clear, 
but not too complicated. There was 


wide-screen 


aon ‘a 


one man who hated buzzers or snap- 
pers, since he felt they distracted 
his audience. Nor did he want to use 
special gestures, for the same reason. 
So he selected a set of natural move- 
ments, indicating when he wanted 
the projector turned on or off, the 
house lights on or off, the next slide 
shown, and so on. But soon, so many 
gestures had significance that he 
could hardly move as he spoke with- 


out something happening to his 
slides. 


>If, after all, you find you cannot 
keep a projectionist happy, maybe 
you had better learn to do without 
one. Rather than give up the use of 
visual aids, you can turn to the tech- 
niques that you can handle yourself. 
Motion pictures must be eliminated, 
but you can still use slides, with a 
remote control projector, or film- 
strips with the automatic changer. 
The overhead transparency pro- 
jector keeps everything right under 
your finger tips. But the most suc- 
cessful way of proceeding is to re- 
member that the projectionist, no 
less than you, wants a smooth meet- 
ing. The smoother it is, the happier 
he will be, and if he is happy, most 
of the time you will be, too. 
You'll find it isn’t so bad after all. 
44 


Folder Lists Slide Films 


As Powerful Sales Tools 


A folder telling of the applications 
and “sales-ability” of sound slide 
film is available from Roger Wade 
Productions, New York. 

Entitled “Slidefilms Sell,’’ the 
folder rates slidefilms as “super 
salesmen” who never tire, become 
nervous, or forget part of the pres- 
entation. 

Individual company applications of 
sound slidefilms produced by Roger 
Wade Productions for various types 
of presentations are also included in 


the folder. 


For your copy circle No. 529 on the 
Readers’ Service Card inside back cover 


Promote Farm Show 
With Motion Picture 


For the most successful sales meeting you've ever had! To promote its annual two-day 
Farm Progress Show throughout the 
year, the Prairie Farmer and WLS, 
sponsors, have produced their own 
movie, which is being shown at ad- 
vertiser luncheons. 

The show features educational 
displays from Purdue University, 
Farm Machinery Clinic, etc., and 
recreational features, including the 
WLS National Barn Dance and an 
old-time threshing operation. 44 


Academy's revolutionary Panavision process (only one projector, one big screen, with the 
unique Panatar Lens) brings new drama, realism and impact to sales meetings, conven- 
tions, etc., at a fraction of the cost of previous wide-screen presentations. 


WEISS & GELLER soys, “Your presentation for Visking Corp. HENRI, HURST & McDONALD soys, “The opinion at the 
Kroehler Furniture Co. meeting was that this was the finest 


ever staged 


was the high point in showmanship of any sales meeting held 


in 20 yeors 
Panavision Presentations, in either Slides, Slide Films, or Motion Pictures, adaptable to any budget. 


WRITE OR PHONE 


_(b Academy Film Productions, Inc. 


Michigan 2-0128 
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New Agency Technique 


Agency Uses 3 Projectors, Triple Screen 
To Make Dramatic Presentations to Client 


The setting — a darkened room 
somewhere in Indiana. The scene — 
a conference room of a manufacturer 
who is a large national advertiser. 

Suddenly, from the rear, over the 
heads of the small group of viewers, 
three synchronized slide projectors 
send their shafts of light slicing 
through the air. 

The screen, running like a broad 
ribbon across the front of the hall, 
breaks out into a colorful message: 
“A 3-screen presentation by the 
Ruben Advertising Agency, Indian- 
apolis.” 

Thus, the newest method of agency 
account solicitation was born. 


>The words are those of Bernard 
Howard, president and executive 
producer, Academy Film Produc- 
tions Inc. (Chicago), who, with Gary 
Ruben, president of Ruben Adver- 
tising Agency, developed this par- 
ticular account solicitation method. 

The method itself is not new. In 
recent years wide-screen, sometimes 
known as pan(oramic)-screen, has 
been used successfully at conven- 
tions, dealer meetings, sales confer- 
ences, etc. However, use of wide- 
screen by an agency to solicit an 
account is an innovation that may be 
seen more and more in 
months. 


coming 


The Ruben agency was seeking an 
effective way to make a real “sock” 


but what about the “one-shot” meet- 
ing the Outboard Boating Club was 
going to run? Why put them to the 
expense of producing three color 
strip-films of some 150 frames each 
for just one meeting? 


>So, Academy Films proposed the 
Outboard Boating Club use slides. 
Through the cooperation of Robert 
Rumpel of the La Belle Industries, 
the studio arranged to link up three 
La Belle “75” projectors so they 
could all be activated by one remote 
control switch. Through a gravity 
feed, each of these projectors can 
hold as many as 150 paper-mounted 
slides. 

The resulting meeting was held in 
a 30x40’ room, using a 5x21’ screen 
with standard 5” lenses on the pro- 
jectors, and was so successful that 
Outboard Boating Club was invited 
to put on the show before boating or- 
ganizations in New York and in San 
Francisco, but in a shortened version. 

“Had we used film-strips,” said 
Mr. Howard, “we would have had to 


You Get Things Done With 
Boardmaster Visual Control 


* Gives Graphic Picture of Your Opera- 
tions—Spotlighted by Color 
Facts at a glance—Saves Time, Saves 
Money, Prevents Errors 
Simple to operate—Type or Write on 
Cards, Snap in Grooves 
Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 
Made of Metal. Compact and Attrac- 
tive. Over 60,000 in Use 


Complete price $49.50 including cards 
FREE 24-PAGE BOOKLET No. R-300 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street * New York 36, N. Y. 
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DON’T LOOK NOW BUT YOUR 


Citeralerman) IS SHOWING! 


Yes, all over America Cinesalesman, the self-contained 
16mm continuous projector, is showing the way to new and 
thrilling sales results. Here’s a salesman with pro-motion selling 
your product . . . your story . . . endlessly without supervision. 


presentation in its solicitation of a 
new account and brought its problem 
to Academy Films. 





> Basing his judgment on a recent 
experience where wide-screen slides 
had been used successfully, Mr. How- 
ard discounted flip-charts, ordinary 
slides and other projection devices 
and immediately suggested that the 
agency use the wide-screen tech- 
nique. 

The particular technique suggested 
by Mr.: Howard was first used by 
Academy Films for the annual meet- 
ing of the Outboard Boating Club of 
America, trade association of motor 
and boat manufacturers. It was a 
modification of the conventional pan- 
screen presentation to suit the spe- 
cific needs of Academy Films’ client. 

The regular pan-screen method 
uses a three-screen unit and three 
synchronized slide-film (strip-film) 
projectors. Making strip-films is fine 
for the large advertiser who is plan- 
ning to conduct showings all over 
the country, Mr. Howard reasoned, 


Designed with exclusive patented feature 
Cinesalesman has met the exacting requirements 
of hundreds of nationally known organizations, 
successfully passing all the rigid demands of sales 
presentations, trade shows, exhibits, conventions 
and point-of-sale locations. Cinesalesman is proud 
of its performance record (boasting on request). 
Incorporating a cartridge type power-driven 
continuous 16mm film magazine, Cinesales- 
man features rear projection on a built-in 
simulated TV screen. It requires no special 
film, yours will work or any standard 16mm 
film, either color or black and white. 


2 models available: 800 ft. capac- 
ity. 1200 ft. capacity, providing 30 
min. showing. Rewinds automatic- 
ally while in operation permitting 
continuous showing 


It Sells on Sight! 


Lightweight . . . compact . . . completely 
self-contained as illustrated! Simple to op- 
erate, just plug into electrical outlet . . . 
click a switch . . . immediate action and 
sound . . . providing sharp steady pictures 
in the most brightly lighted room. 


Write for demonstration to: 


BUSCH FILM & EQUIPMENT CO. 


Dept. C-2 
212 S. Hamilton Ave. 


CONTINUOUS PROJECTOR Saginaw, Michigan 
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Three Screens 


Picture shows 5x21’ triple screen used by Ruben Advertising Agency 


in account solicitation. Shown is agency head Gary Ruben with Bernard Howard, president, 
Academy Film Productions, which developed presentation. 


put our client to the expense of re- 
planning and reshooting all the ma- 
terial originally used in order to pro- 
duce three new color strip-films. 
But since we used ordinary 2x2” 
Kodachrome slides, condensing the 
three and one-half hour show into 
two hours simply meant sorting and 
lifting out a number of slides and 
cutting down the length of some 
of the speeches—all at not one cent of 
added expense to the client!” 


>In the case of the solicitation pres- 
entation for the Ruben agency, lay- 
out and type of material to be used 
to take full advantage of the three- 
projector technique were planned in 
conjunction with Elmar Ruben, 
agency production director, and the 
agency art staff. Close work was nec- 
essary to make certain all the art- 
work and other material to be pho- 
tographed were in correct proportion 
to the extremely unique 2:9 screen 
ratio. Whether one slide or three 
slides were to be projected at once 
also had a bearing on the type of 
artwork to be prepared for photo- 
graphing. 

After weeks of work, a complete 
advertising campaign showing pro- 
posed consumer ads, trade ads, deal- 
er aids, proposed media, etc. was 
worked out by the Ruben agency 
staff, drawn up and photographed at 
Academy Films and, finally, pro- 
jected across the giant screen in full 
color. 

Standing at a lectern behind his 
prospective clients, Gary Ruben dis- 
cussed his agency’s plans and ideas 
for the account as the slides visually 
augmented his story. Slides shown 
included: 


e A tv storyboard in a series of pro- 
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gressions in synchronization with the 
voices of a singing group and an 
announcer on a transcription. 

e A color photo of the client’s old 
outdoor board, which looked like the 
original when projected across the 
21’ screen. 

e Detailed close-ups of sections of 
an ad, displayed on the left and right 
screens, while the entire ad was set 
forth in the center. 


> According to Mr. Howard, in order 
to keep up the intense interest which 
is engendered by the wide-screen 
presentation, it is good practice to 
vary the placement of the picture on 
the screen. 

For example, instead of filling the 
entire screen with one ad, slogan or 
photo at a time, you can make pro- 
gressions, first projecting a picture 
in the left portion of the wide screen 
while keeping the other two-thirds 
blacked-out. Then another part of 
the ad or picture can be added in the 
center screen, keeping only the right 
screen blacked-out. Finally, by add- 
ing a slide in the right screen, the 
entire wide-screen is filled. 

This split-screen technique has 
been found particularly good for 
comparing old and new materials, 
before and after shots, client and 
competitive models, etc. 


> Did the Ruben Advertising Agen- 
cy, which pioneered with this kind of 
solicitation presentation, get the ac- 
count? 

“Frankly,” says Mr. Ruben, “we 
didn’t get the account. But this was 
due to circumstances unrelated to 
the presentation or our suggested 
advertising program. We are already 
planning to use this method again 


and have interested several of our 
clients in the use of this three-screen 
presentation for national conven- 
tions and larger sales meetings. 

“Since this method is expensive 
compared to the more common types 
of presentation, cost is a factor to 
be considered and it becomes a mat- 
ter of individual judgment as to when 
to use this plan. However, since copy, 
layouts and artwork have to be pre- 
pared even under ordinary circum- 
stances, the only additional expense 
is in the production of the slides and 
the rental of the projectors and 
screens and the services of the studio 
to produce the presentation.” 

Mr. Ruben definitely feels that his 
effort was worth while, that he gained 
new knowledge and that “the three- 
screen technique will find wider use 
as time goes by both in advertising 
solicitations and for dramatic pres- 
entations for any large meeting.” 


> Meanwhile, a simplification of the 
three-screen method used by the 
Ruben Advertising Agency has been 
announced by Academy Films Pro- 
ductions. As used in a sales meeting 
produced for Visking Corp., Chicago, 
manufacturer of cellulose casings, 
the new method utilized only one 
slide projector with a special Panatar 
anamorphic lens and only one screen, 
which measured 9x24’. 

The new method has several ad- 
vantages, according to Mr. Howard. 

He points out that since only one 
slide is used, rather than three, costs 
are reduced. Also, the one screen 
method solves the problem of regis- 
tration that was a factor when slides 
were shown on three different 
screens. 44 


Remote Control . . . Projectors were con- 
trolled by single switch in agency presen- 
tation which utilized triple projectors, 
screen. 





How a traveling caravan provides local chapters of the Producers 


Council in 36 U. S. cities with an educational exhibit about quality 


products and up-to-date building methods. 


By Stanley E. Cohen 
AR Washington Editor 


The Caravan of Quality Building 
Products, introduced experimentally 
in 1954, has stirred such enthusiasm 
among the members of the Producers 
Council that it is rapidly becoming 
one of the Council’s best known de- 
vices for backing up the sales activi- 
ties of its member companies and 
associations. 

With 140 manufacturers and 22 
trade groups in its ranks, the Pro- 
ducers Council has long devoted it- 
self to the encouragement of better 
building through the use of quality 
products and design. 

Over the years, the Council has 
provided a continuous flow of infor- 
mation on building materials to buy- 
ers and specifiers. One of its most 
significant projects has been the en- 
couragement of modular specifica- 
tion. 


>The Caravan idea readily suited 
the program of the Council. In 36 
cities throughout the country, local 
chapters are continually working 
with construction industry members 
in their communities. By arranging 
a traveling Caravan, the national 


headquarters of the Council saw an 
opportunity to provide local chapters 
with an exhibit which could be used 
dramatically to bring information 
about quality products and building 
methods to the professional people 
who are contacted by members of 
the chapter. 

The 1954 Caravan, assembled in 
less than six weeks, confirmed the 
potential importance of the idea. So 
this year, with the 1954 experience 
behind it, the Producers Council is 
sponsoring a considerably improved 
Caravan. And the operation of the 
Caravan has become a point of pride 
with the Council and its members. 

This year’s Caravan consists of ex- 
hibits by 43 companies and associa- 
tions, transported on a 25,000 mile, 
seven month tour of the 36 chapter 
cities, in a 35-foot drop-frame semi- 
trailer truck. To assure fair treat- 
ment of each exhibitor, regardless of 
the size of company, all exhibits are 
the same size, and to keep costs 
down all are built by a single con- 
tractor. (This year it was General 
Exhibits and Displays, Chicago.) 
Exhibitors are free to design their 
own displays within limits fixed by 
the management. 


>On the basis of its studies of the 
problem, the Caravan’s management 
has insisted on complete control of 
the exhibits. No representative of the 
exhibitors travels with the Caravan, 
nor do the exhibitors have any con- 
trol over the installation and dis- 
mantling of the exhibits. Nor do ex- 
hibitors have anything to say about 
the location of their booths at each 
showing, though the management 
tries to rotate the arrangement so 
that each has his turn at the “better” 
locations. 

Since most of the exhibitors have 
representatives in or near cities 
where showings are held, exhibitors 
are urged to man their booths at 
every showing, but they are discour- 
aged from passing out literature at 
the show itself. 

“Experience shows,” the managers 
of the exhibit say, “that much of the 
literature distributed at a show is 
wasted, or even confusing.” The 
Caravan’s answer to the problem is 
a pocket sized directory, which is 
given to each visitor. It contains a 
description of each exhibit, with a 
separate request card. According to 
the management, these cards have 
proved effective in drawing requests 
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FREE... 


with a year’s trial of 


INDUSTRIAL MARKETING 


3 Case Studies 


of the 
Advertising Departments 


of these highly 
successful companies 


1. LINK-BELT CO. 
2. REYNOLDS METALS CO. 
3. AIR REDUCTION SALES CO. 


If you advertise and sell a 
product or service to business 
and industry, you meed the 
Industrial Marketing service, 
and this special introductory 
offer will prove it—at our risk. 


The Portfolio contains three 
case studies that appeared in 
recent issues of IM—typical 
of the type of material that 
IM brings you month after 
month. 


Every issue gives you facts to 
help you understand better 
the problems of selling and 
advertising to business and 
industry .. . solutions to mar- 
keting problems that chal- 
lenge you every day. 

A full year’s service (one 
copy of IM each month plus 
the 556-page Annual Market 
Data & Directory Number, 
June 25th) costs only $3. 
Mail coupon today — get 
Portfolio free. 


You must be satisfied 
or your money back in full 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 


Enter my year’s trial for $3 and 
send the Portfolio free. I must 
be satisfied or my money back. 


NAME 
COMPANY__ 
STRECT.............. 
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All Set Up and Ready to Show . 


. . Although the Caravan represents 43 companies, all 


exhibits are kept to the same size and are built by a single contractor 


for literature from truly interested 
prospects. 


> One of the keys to the success of 
the Caravan is the tie-in with the 
local chapter. Long before the Cara- 
van is due to reach a city, George 
Bridges, the exhibit manager, visits 
the city to make the necessary ar- 
rangements for display space. At the 
same time, the local chapter is pro- 
vided with an 11-page brochure pro- 
viding basic information about the 
Caravan, together with advance 
planning instructions. Four weeks 
before the Caravan is due to reach 
a city, Mr. Bridges makes a second 
visit. This time he helps chapter 
members complete the arrangements 
for the display and the social hour 
that follows. In the course of this 
second visit, he provides an elaborate 
promotion kit, containing an assort- 
ment of materials publicizing the 
Caravan. During this visit he also 
contracts local newspaper personnel, 
in an effort to help the chapter get 
the publicity campaign successfully 
underway. 

All invitations to each showing are 
handled by the local chapter, using 
standard invitation forms and pub- 
licity material provided by the Cara- 
van management. Generally the 
guest list includes architects, build- 
ers, lumber dealers, engineers, mort- 
gage brokers and public officials. 
Guests are given standard identifica- 
tion tags, with a distinct color for 
each major occupation group. Since 
a social hour follows the show, ex- 
hibitors are requested not to have 
separate hospitality suites. 


>Though it is only in its second 
year, the Caravan’s management has 
already accumulated a vast amount 
of “know how.” Basically, it figures 
the physical arrangements are as 
near perfect as it could wish. Visu- 


alizing itself as a distant cousin of 
the old-time traveling carnival, the 
Caravan easily developed racks and 
jigs which hold the dismantled ex- 
hibits, turning the huge trailer 
truck—in effect—into one huge pack- 
ing case. No crating is used. When 
set up, the exhibits occupy 4,000 
sq. ft. 

While the Caravan involves the 
full-time services of a crew of three 
—driver, supervisor and assistant su- 
pervisor—only the driver stays with 
the exhibit when it is on the road. 
Should the others follow in a station 
wagon? Experience soon showed 
they better travel by plane or train, 
giving themselves extra time to rest 
between showings. 

Before it had long been in the 
traveling exhibit business, the Pro- 
ducers Council soon discovered that 
electricity was going to be its most 
devilish problem. Since the exhibit 
needs 35 kw. of power, the manage- 
ment found itself up against wiring 
problems even at some of the finest 
hotels. In St. Louis, it was hooked 
into a circuit without noticing that 
elevators were on the same line. Ho- 
tel patrons were stranded for a pain- 
fully long time when the load blew 
out the elevator service. 


> At another city recently, substan- 
tial expense was incurred when the 
hotel insisted that every transformer 
in the exhibit be grounded. 


In an effort to avoid some of these 
problems, advance planners care- 
fully examined electrical facilities 
this year. In addition, the Caravan 
is carrying its own electrical equip- 
ment, capable of taking power “right 
off the pole” if necessary. 

With reasonable traveling time al- 
lowed between stops, maintaining 
schedules has yet to be a problem. 
While there have been times when 





Foreign Visitors . . . Caravan entertains 
four German construction men, who beam 
as they listen to a description of an op- 
eratorless elevator. 


weather appeared to be a problem, 
truckers have proved to be remark- 
ably efficient at “getting through,” 
even over difficult roads. 

Though costs were roughly 20% 
higher than competitive bids, the 
Council decided to use a common 
carrier to provide and haul the 
trailer. 


>On several occasions the nation- 
wide facilities of Allied Vans has al- 
ready paid off. Once, in South Da- 
kota, the trailer was too heavy for 
the frost laws effective at that time 
of the year. Allied was able to split 
the load until the van completed its 
crossing of the state. Common car- 
riers also have access to itinerant 
labor which is needed for loading and 
unloading the van. And a carrier of 
this size may have parking facilities, 
or facilities for washing and servic- 
ing the van. 


> The chief objective of the Caravan, 
the managers say, is to enable indus- 
try members to introduce their prod- 
uct to the local level. This is being 
achieved, they report, at a cost of 
about $100 per exhibitor per show. 

Aside from direct benefit as a re- 
sult of contacts established with 
those who are invited to attend, the 
Caravan becomes a vehicle for pub- 
licizing the cause of “better build- 
ing.” Often a mayor, or even a gov- 
ernor, will cooperate in opening the 
show. Companies which are involved 
frequently publicize the Caravan in 
their trade paper ads. Newspapers 
carry the news about new building 
materials and methods to the whole 
community with feature articles in 
their real estate and general news 
columns. 

As this year’s Caravan continues 
to draw praise from chapters 
throughout the country, Producers 
Council is already thinking in terms 
of another. 

“The Caravan,’ says the manage- 
ment, “has proved to be a wonder- 
fully successful way of taking a show 
to an audience.” 44 





New FAIRBANKS-MORSE Self-Pack 
solves giant cutaway exhibit problem 


(Ge FAIRBANKS -MORSE = @ 


OPPOSED PISTON 
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~— 


FLEXIBLE—This self-pack exhibit, 8’ high x 9'6” wide when 
open, has color photo cross-section of opposed piston engine 
with moving pistons and revolving wheel behind piston cylinder 
in different colors, depicting fresh air, fuel injection, ignition, etc. 
Action is synchronized with “Cycle of Events” copy at left, 
where numbers light up. A push button actuates sound story. 
Compare with huge cutaway at right. 


Fairbanks, Morse & Co. wanted to feature the advantages of 
their opposed piston diesel engines—having marine, locomotive 
and stationary engine applications—at related national trade 
shows and regional meetings. They have a handsome cutaway 
section but it weighs 4,500 Ibs., is 7’ high x 4’ square and the 
costs of shipping and handling it are excessive. 


The ANSWER to this problem is the animated, self-pack exhibit shown above. Already 
used at five shows in six weeks, district sales managers are clamoring for it and a second 
exhibit may be required to fill the demand. 


If you have an exhibit-sales problem, let us recommend a soiution. 


() eneral exhibits and displays, ine. 


( % 2100 N. RACINE AVE. « CHICAGO 14, 1LL. « PHONE: EASTGATE 7-0100 





Preliminary sketches and fin 


[_] PRE-FAB Low 
Cost Conven- 
your desk, by mail. I can give tion Displays 
you thoughtful, experienced 
and dependable personal serv [_] Ship’n Show 
ice at moderate cost on the Self-Contained 
All Wood 
Displays 


ished art work sent direct to 


design, typography and illus- 
tration of your booklets, folders, catalogs, 
letterheads and similar pieces. I think you 
will like my work and with excellent air mail 
facilities from Tenafly (suburban New York 
I can give you prompt service. Write for a 


[] Fibreglas 
Show-Drapes 


with your logo 
free pocket-size portfolio containing reprodu 


* « 
eproauc exhibits in modern 
tions of booklets, folders, letterheads and oth b “a designing 
er advertising material which I have designed, 
by mail, for firms both large and small in all CHECK—Attach to 


parts of the country from Maine to California company letterhead for full information. 
Raymond Lufkin, 124 West Clinton Ave 


Tenafly, New Jersey. "| Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


hod ot 


8 x 10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 
1210 N. Clark Street © Chicago 10, Illinois 
Dept. A-5 . Telephone: MI chigan 2-5651 


KNOW-IT-ALL 
No need to know what's changing 
or what's new. No need to cut 
costs with better methods. That's 
the know-it-all’s philosophy, and 
one reason why every issue of 
ADVERTISING REQUIREMENTS 
that you see helps lift your own 
promotion, production, and mer- 
chandising that much further out 
of the commonplace. Subscribe 
with the postage-paid reply card 
in the front of this issue. Get your 
monthly copy delivered to you at 


home or at your office—whichever 
you prefer. 


* ADVERTISING 
REQUIREMENTS 


200 E. ILLINOIS ST. © CHICAGO 11, ILL. 
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Agencies Are Important 


How Agencies Can Aid Exhibit Producers 
In Building More Successful Displays 


By James B. Zabin 
Posner Zabin Advertising Agency 
New York 


At present there is much too great 
a distance between the point of view 
of the manufacturer who needs ex- 
hibits and the producers and design- 
ers who make them. 

They don’t always understand each 
other’s problems or speak each 
other’s language. 

The way to bridge the gap between 
the two is to work through a ready- 
made catalyst—the manufacturer’s 
advertising agency. 

For example, here are four areas 
that should be considered: 


e Many clients who exhibit at trade 
shows are still buying or renting dis- 
play backgrounds, equipment and 
furnishings from show to show, with- 
out ever considering the savings and 
convenience of a permanent re- 
usable exhibit. 

e These same clients’ cost records 
of shows they have participated in 
will probably reveal they have dealt 
with the galaxy of decorators, sign 
painters, rug people, furniture and 
fixture renters and others who have 
been named by major industry shows 
as “official” suppliers. 

e A primary reason why many 
clients do not engage space and par- 
ticipate in as many trade and indus- 
try shows as they should is that the 
mechanics of planning, arranging and 
setting up and taking down trade 
exhibits is normally a “pain in the 
neck.” 

e Providing that your clients believe 
in the very tangible benefits of par- 
ticipating in worth while shows and 
providing that producers and design- 
ers of shows realize that handling 
exhibits is a logical client service 
function of the agency, there is a 
practical way of beating these mis- 
conceptions and troubles. 


The advertising agency under- 
stands the problems and aims of the 
manufacturer. Through its inherent 
understanding of design and of print- 
ing salesmanship, the agency can 
interpret each to the other and give 
the total effort its maximum effec- 
tiveness. 


> This isn’t a matter of “good-will.” 
It’s a matter of good business, be- 
cause the building of good exhibits 


About this Article 

The accompanying article is summar- 
ized from a speech by James B. Zabin, 
Posner-Zabin Advertising Agency, New 
York. 

Mr. Zabin was a speaker before the 
Exhibit Producers and Designers Assn. 
in New York recently, and took the oc- 
casion to point out the role advertising 
agencies can play in the development 
of exhibits for clients. 


is important to our clients and can 
be profitable to the agency, too. 
Furthermore, there is no reason 
why an advertising agency should 
not charge a fee to its client for 
work done in developing exhibits. 
Why, for example, shouldn’t mem- 
bers of the show and exhibit indus- 
try emulate the recent action of R. L. 
Polk? This well-known mailing 
company now pays advertising agen- 
cies a commission, as do many 
advertising media. There’s no rea- 
son why others, for services received, 
shouldn’t do the same. 
Manufacturers who use exhibits 
and producers and designers who 
make them should realize that ad- 
vertising agencies are experts in 
knowing what to feature and what 
to sell, and for that very reason, can 
aid in building better displays. 44 


Cleveland Show to Present 
“Family Living” Products 


The “Family Fair,” a consumer 
show presenting products, equip- 
ment, crafts, and services for family 
living, is being scheduled for Cleve- 
land in October. 

The exposition, sponsored by the 
Cleveland Press, will be designed to 
appeal to the entire family and will 
consist of the following four major 
sections: 


e The family lives 

e The family works and plays 
e The family looks to the future 
e The family learns 


Recreation features of the show 
will include a family theatre and a 
teen age theatre. 

Additional information is available. 


For your copy circle No. 516 on the 
Readers’ Service Card inside back cover 





responsible 


“Il am,” answers Tony Chevins. Actually, Mr. Chevins is the coach of the 


team that is providing New York commuters with chuckles and guffaws as 
they watch for the latest in the hilarious series of Daily News posters. 


Here’s a lively account of an even livelier advertising campaign. 


By Tony Chevins 
Copy-Contact 
Cunningham G&G Walsh, Inc 
New York 


Friendly strangers and stranger 
friends keep asking me if I’m re- 
sponsible for “those New York Daily 
News subway posters’—as soon as 
they find I work on the account. 

The minute I start hedging, they 
probe clumsily with questions like, 
“Well, did you or didn’t you think up 
the campaign?” 

I always say I did .. 
completely responsible. 

It isn't true, of course. 


. and that I’m 


But it’s far, far easier than ex- 
plaining that this is one of those 
things called a “team effort.” Every- 
one knows that all good ideas really 
come from a dark, brooding, mis- 
begotten genius who is underpaid, 
underfed and over-martinied. 


> But here and now, once and for all, 
come what may, I do in sound mind 
and body declare the Daily News 
two-sheet subway and commuter 


Signs 


station posters are conceived through 
a team effort... 
that way. 

You may (it’s inconceivable to me 
that you don’t) recall our previous 
series .. . using actual Daily News 
photographs. Surely you remember 
the upright dogs, upside-down 
babies, and horizontal wrestlers. 
They were good. Make no mistake 
about that. I kept telling the client 
(Gene Russell, circulation promo- 
tion manager) they were. He in- 
sisted, however, that we really ought 
to show the product. 

Finally—after some spirited dis- 
cussions—I gave up graciously (we 
like the account) and we started 
work on a new campaign. I regretted 
this headstrong act all too soon when 
he audaciously suggested, “Why not 
have someone reading the paper?” 
This last suggestion stuck in my craw 
for many weeks. 

But one morning I woke up and 
suddenly had the very same idea. I 
quickly explained my idea to How- 
ard Wilcox (art director). He liked 
it and went right to work developing 


and, in fact, began 
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50 PERSONAL 


CWISCONSIN’S LARGEST MFG. OF 


CAR, GRIPS, GOLF 
BAGS, ETC., WITH 
FIRST ORDER 

PLACED WITH US. 









ors... 


e IMMEDIATE SERVICE 


No Minimum Quantities 


e HIGH QUALITY - LOW COST 


Precision Printing ® Brilliant Color 


e SKETCH IDEAS- FREE 


IGN. N e SILK SCREEN - LETTERPRESS - 
—— OFFSET 


Sy eee we GU 


335 S. 8th AVE WEST BEND, WIS 
TELEPHONE FEderal 4-4925 COLLECT 


A trained staff of 
SKILLED artists to 
create YOUR INDIVID- 
UAL DESIGN. Name 





‘‘also are the’’ 


Producers of the waterless SERIPRESS 
banners named in the Brady Cal which your salesmen enjoy for ease 
Advertising article herein of application. No Fuss! No Muss! No 
printed on page 29. Water! 


Producers of the Hamilton 


PRODUCERS OF DECALS, DISPLAYS AND SCOTCHLITE NEEDS. 


. . » for more details circle 641, page 105 


Pick a Bonus Combination .. . 


Here’s a package deal that’s fit to be tied and wrapped for economy. 
Combine your insertions in any two—or three—of these publications. 


@ Advertising Requirements 


@ Industrial Marketing 


e@ Advertising Age 
issued by Advertising Publications, Inc. 


By combining your total number of insertions 
you earn the best frequency discount for each, 
and the minimum rate-holder regulations apply 
for maximum economy. 


Advertising Requirements 20 c. inns st, cricage 11 
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Many Posters, One Idea . . . Touching on 
practically every phase of New York life, 
each poster of the series (at right) fea- 
tures a comedy situation evolving from 
the reader’s interest in the ‘Daily News.” 


the new campaign showing people 
reading the Daily News. We used 
all types. We showed people laugh- 
ing, people reading, people staring. 
(We had one yawning, too, but for 
some reason the client killed it.) 


>The reaction was good. However, 
it wasn’t quite good enough. Now 
we had people reading the paper, but 
we weren't getting our previous big 
response and the frequent requests 
for posters for game-rooms, art ex- 
hibitions, etc. 

After many meetings (well, ac- 
tually I once called Gene Russell 
on the phone) we decided to experi- 
ment with situations. We did. His 
boss and Gene and I all liked these 
new posters much better. Up to this 
time all the posters had carried the 
theme line, “Reads Faster and Live- 
lier,” and the Daily News logo. 

One day the photographer (How- 
ard Zieff) came through with a 
honey of a picture on one of our sit- 
uations—three assorted characters in 
a subway reading one Daily News. 
Because of the composition of the 
picture we couldn’t decide where to 
put the logo. So Bill Welkowitz (cir- 
culation manager) absurdly sug- 
gested, “Leave it out.” 


>I chaffed and chaffed: “Aw, come 
on Bill, we got work to do. You know 
we can’t leave out the logo.” 

He said, “Why not?” 

He had me. 

(This is probably the first time in 
the history of advertising that the 
client suggested leaving out the 
logo.) 

And so it ran. 

Reaction was slow and scary. Some 
of the most complimentary com- 
ments were, “What are you trying 
to do?” 

Jr 

“Where is the message?” 

We weathered the storm of com- 
pliments until one fine bright day 
Howard Zieff sent over a photograph 
that was to end all doubts—“two men 
and a cream pitcher.” 





>We were all enthusiastic — but I 
admit that I did not foresee the tre- 
mendous reception it would get. In 
fact, that’s what started all this trou- 
ble. If I had been thinking ahead (a 
basic creed for all sincere admen) 
I would’ve had a good pat answer 
for, “Whose idea is it?” 

So you see, this really was and is 
a team effort. All kinds of people 
now contribute ideas, including 
copywriters (Dick Lord, especially), 
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SATIN BANNERS | 


FOR AS LITTLE AS 


175 


e@ SIZE 21” x 27” 
@ TOP QUALITY SATIN 


e COMPLETE WITH SPEARS, 
RODS, FRINGES & TASSELS 


Satin banners are proven sales promotion 
tools. Here's value never before offered! 
Other sizes and quantities at correspond- 
ingly low prices. Tell us your needs. 
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NATIONAL 
FLAG & DISPLAY CO. 


ORegon 5-5230 43 W 21st St. New York 10 


COSTS NO MORE 
TO USE THE BEST! 


Allen- Morrison High- 
Baked “Dulux” Out- 
door Metal Signs Are 
Designed To Sell Long- 
er—Pay Off Longer! 


That's why so many big-name 
advertisers are Allen-Morrison 
customers. They use A-M signs 
for point-of-sale—product 
and dealer identification— 
truck—storefront— highway 
—and other purposes. You 
can get more for your money, 
too. Let Allen-Morrison build 
your signs because you'll get 
better signs to serve you better. 


Your inquiry promptly answered... 
your sign problem soon satisfied ! 


ALLEN-MORRISON 
SIGN CO. INC. 


—— Va. 


. . « for more details circle 554, page 105 


100 + ar * May 1956 


media men, the photographer, my 
wife, the clients, the art director... 
even the stat messenger for Fred- 
erick Photogelatine Press, which 
supplies the posters. 

Obviously, however, much of the 
credit should go to Howard Zieff, the 
photographer, whose interpretations 
have “plussed up” our ideas no end. 
He lines up the models and takes all 
shots, and both he and Howard Wil- 
cox wound up with Art Directors 
Club medals for their work on the 
campaign. 


Incidentally, I have thanks to offer 
for my current enviable status. For 
years I’ve been jealous of the copy- 
writer who thought up that two- 
word Modess campaign. Now I am 
doing even better—no copy at all! 
(After all, who reads copy anyway?) 


I’m sure by now you're convinced, 
as I am, that the next time someone 
asks me, “Who thought up those 
News posters?” Ill be justified in 
saying: 


“I did.” 44 
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Merchandising the Message 


Two-Time Use of Outdoor Advertising 
Gets Double Impact for Kraft Margarine 


Show your product on an outdoor 
board to Mrs. Housewife as she drives 
to the store. Repeat the outdoor ad- 
vertising at the point-of-purchase. 

Result: Double impact. 

That’s precisely what Kraft Foods 
Co., Chicago, did when it successfully 
merchandised its outdoor advertising 
for Parkay margarine. 

The reason for the outdoor cam- 
paign was a switch to an aluminum 
fail wrap, produced by Reynolds 
Metals Co., Louisville, for the mar- 
garine package. The outdoor boards 
showed the new package and copy 
reading, “Now in double-wrapped 
Foil. Fresher than Ever.” 


>Designed to simulate the new 
aluminum foil-wrapped package, the 
24-sheet posters were printed on 
Kromekote stock by Gugler Litho- 
graphic Co., Chicago. 

Reasoning that the outdoor cam- 


Naw / 


NOW IN — 


double - wrapped 


FOIL! 


Kraft Outdoor Sign 


paign was helping retailers sell Par- 
kay margarine, Kraft wondered how 
it could be merchandised to the re- 
tailers so they would be more in- 
clined to feature the margarine in 
displays and in their own adver- 
tising. 

Kraft and its agency, Needham, 
Louis and Brorby Inc., Chicago, took 
the problem to Outdoor Advertising 
Inc., also of Chicago. 

Said Outdoor Advertising, We’re 
willing to cooperate. But first, tell us 
specifically what you want us to do. 
(Moral: To get effective merchan- 
dising, you've got to be prepared to 
suggest a specific program and help 
in the follow-through.) 


>Kraft and the agency then came 
up with a merchandising idea—a self- 
mailer that could serve as a point- 
of-purchase piece. They supplied 
Outdoor Advertising with a dummy 


. . . Outdoor bulletin used to introduce new aluminum foil wrap for 


margarine package served as model for point-of-purchase pieces. 





Two Uses .. . Folded into tent shape (top) 
and placed on top of margarine packages 
in dairy case, or used as stack card (bot- 
tom) between stacked-up packages of 
product, Kraft’s direct mailer got two 
point-of-purchase uses from its outdoor 
bulletin. 


and copy for the proposed piece and 
10,000 then were printed by Dyna- 
color Studio, Chicago. 

Kraft received 3,000 of the mailers 
for use by its own salesmen, while 
Outdoor Advertising cooperated by 
placing 7,000 among local outdoor 
advertising companies, which in turn 
distributed them either personally 
or through the mails to big volume 
food retailers in their local markets. 

As finally produced, the self- 
mailer was a 1234x814” piece, folded 
three ways. Two of the folds showed 
reproductions of the outdoor board 
bearing the margarine ad, with a 
price spot marked with a cent sign 
and the words “per lb.” 


>The third fold was blank, except 
for three lines for addressing. The 
back of the self-mailer informed re- 
cipients that “The outdoor boards 
reproduced on the other side of this 
sheet will be posted throughout our 
area—where all your customers will 
see them—during February and 
March.” 

A quick description of the board 
was included, with the suggestion 
that the mailer be used in one of 
three ways: 


1. Folded into a tent shape and set 
on top of the Parkay margarine 
packages in the dairy case. 


2. Used as a stack card by slipping 
two of the three panels between 
stacked-up packages of margarine, 
with the third panel hanging in front 
of the display. 


3. Asa shelf talker. 


The entire program was accom- 
panied by regional newspaper and 
national radio and tv advertising, in 
addition to the outdoor postings. 44 


Versatile Sign Materials 
Resist Weather and Water 


Information on two types of water- 
and-weather proof sign materials is 
available from St. Paul & Tacoma 
Lumber Co., Tacoma, Wash. 

Both made of Douglas fir plywood, 
the materials, called “Plyglaze and 
Plyaloy,” have the strength and 
workability of plywood, plus entirely 
new surface properties added by spe- 
cial overlays, according to the com- 
pany. 

The surface is permanently fused 
to the panel under both heat and 
pressure applied by a hot press 
which sets the glue, with the result 
that the sign materials are not 
harmed by boiling weather and have 
been known to stand up under rug- 
ged weather conditions, the 
pany says. 

Both materials come in standard 
plywood sizes. Other sizes are avail- 
able on special order. Additional 
information is available. 


com- 


For your copy circle No. 527 on the 
Readers’ Service Card inside back cover. 


Offers Folder and Samples 
On Bumper Strip Posters 


A complete planning kit is avail- 
able for automobile bumper strip 
advertising from Ace-Hi Displays, 
Grand Rapids, Michigan. 

The fluorescent bumper strips are 
available screen-printed on pressure 
sensitive Kleen-stik or Flex-stik or 
on cardboard with metal fasteners. 
The signs also are available on 
Scotchlite. 

Literature on the complete line 
lists specifications and prices on three 
different price series—the Deluxe, 
Economy, and Thrifty—and includes 
a Day-Glo color chart showing Day- 
Glo colors available in the Deluxe 
and Economy lines. 


For your cop) 
Readers’ Ser 
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A Big Greeting! 
sheet poster was 


Hand-painted 24- 
Dan B. Miner Co.'s 
unique way of extending tenth anniver- 
sary greetings to client, Mytinger G Cas- 
selberry Inc., Los Angeles. Five-color pos- 
ter was displayed for a week at a large 
intersection just two blocks away from 
client. 


two more 
great signs 


BY ROBERTSON 


Leading manufacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 


* Baked enamel process—plain or reflectorized 


Steel or aluminum 
* Quantity producers for over 30 years 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 


. . for more details circle 638, page 105 
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WHAT'S BLACK AND LIGHT 
AND READ ALL OVER? 


It’s a display or billboard done in 
| “Blak-Ray!” Indoors or outdoors, its 
super-colorful fluorescence makes 
shoppers stop—and remember longer. 
Units come in all sizes, from a compact 
9-inch width all the way to the big 
weather-proof outdoor fixture that 
brilliantly fluoresces a 10-foot-wide 
area (four of these activate a 40-foot 
billboard). 


Many interesting, revealing facts 
are jammed into new Case History No 
11R. 


Other Case Histories now available 
are “110R Visual Aids for Sales Meet- 
ing’; “14R Theatrical Effects”; “116R 
Invisible Coding Inks.” 


BLACK LIGHT CORPORATION OF 
AMERICA, Distributors for Ultra- 
Violet Products, Inc., 5114 Walnut 
Grove Avenue; San Gabriel, California. 
Distributors in principal cities. 





. . for more details circle 573, page 105 


May 1956 ¢ ar « 101 





Outdoor Advertising Awards 


Give Agency Free Hand for Best Results, 
Outdoor Advertising Winner Tells Clients 


“The real bouquets for our con- 
sistently good performance should 
go to the creative people at our 
agency.” 

With these words, Gordon C. 
Young, executive vice-president and 
ad manager, Life Savers Corp., ac- 
cepted his company’s First Grand 
Award Gold Medal for outdoor ad- 
vertising excellence at the Annual 
Outdoor Advertising Awards Lunch- 
eon in Chicago. 

Life Savers Corp. was awarded 


Drake's 


COOKIES’ 


The Winners . 


first prize for its “Bingo” outdoor 
poster. 

Disclaiming most of the credit for 
the award, Mr. Young said, “The 
writers and the art men at the agency 
are the ones who do the main job. 


>“TI would like to stick my chin out 
at this point and say that the ex- 
cellence and effectiveness of all 
American advertising would be 
greatly improved if agencies did not 
have clients who kept breathing 


. . Pictured are the three winning outdoor posters in the 24th national 


competition of outdoor advertising art, sponsored by the Art Directors Club, Chicago. 
(Top) Grand Medal Award, Life Savers Corp.; Young & Rubicam Inc., agency; Harlow 
Rockwell, art director; Spurgeon-Tucker Inc., lithographer. (Middle) Second Award, 
Drake Bakeries Inc.; Young G Rubicam, agency; Art Seller, art director; Spurgeon-Tucker 
Inc., lithographer. (Bottom) Third Award, Quaker Oats Co.; Needham, Louis & Brorby 


Inc., agency; Bob Skinder, art director. 
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Pleased . . . Gordon C. Young, executive 
vice-president and ad manager, Life 
Savers Corp., receives First Gold Award 
Grand Medal for prize-winning outdoor 
sign from Burton Cherry, president, Art 
Directors Club, Chicago 


down their necks every minute try- 
ing to master-mind each detail of 
their advertising campaigns,” the 
winner said. 

When the company first began us- 
ing outdoor postings, it followed the 
normal procedure of examining the 
color layouts, Mr. Young said. Then 
the lithographer was told to go ahead, 
color layouts or artwork was ap- 
proved, and the “next thing we 
knew” the final posters were up on 


the boards. 


> “We suffered too many disappoint- 
ments following this procedure,” Mr. 
Young said. “It was impossible to 
properly visualize the final effect of 
the outdoor postings when we looked 
at a sketch across the desk in our 
office.” 

The company’s procedure now is 
to have the color layout photostated 
up to the full dimensions of a full- 
size outdoor poster. This then is 
hand-colored and mounted on a 
board in its true natural environ- 
ment, with all the distractions, such 
as trucks, taxicabs, neon lights, traf- 
fic lights, etc. 

Then the agency art director, the 
account man and the company ad 
manager study the full-size layout 
before telling the lithographer to go 
ahead. 

“In this way,” says Mr. Young, “we 
are able to make many improve- 
ments in the size of lettering or 
package or the distribution of white 
space in our finished layout.” 

Does the idea work? 

“Tt has certainly worked to advan- 
tage for Life Savers,’’ says Mr. 
Young. 44 








Frfewel Source for 


Services and Supplies 


381 Chapters 


New Book by 


James D. Woolf 
A SELECTION OF 
THE BEST OF HIS 
““SALESENSE”’ ARTICLES 
400 pages that deal 
Principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is not 
normally in the business of pub- 
lishing books. But this book is a 
“demand performance.” Hun- 
dreds of our readers—both 
agencies and advertisers—have 
been besieging us with requests 
for Jim Woolf's ““Salesense” arti- 
cles in book form as a permanent 
reference work. Handsomely- 
printed and lavishly illustrated, 
this new volume is an exceptional 
value at $5.95 including all 
postage and handling charges. 
QUANTITY DISCOUNTS: 5 to 10, 
the price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 
EXAMINE SALESENSE 
for 5 Days 
AT OUR RISK 

ADVERTISING AGE, Dept. AR-5 
200 E. Illinois St., Chicago 


I want copies of SALESENSE IN 
ADVERTISING. If I am not completely 
satisfied with the book (or books) after 
a 5 days’ examination, I can return the 
book(s) and my money will be re- 
funded in full. 


My Name 

Firm 

Address 

City Z State 
f 


I am enclosing my check for $ 


Bill me later Bill my firm 


Advertising Services 


FREE FREE* 


250 Business Cards completed 
in blue or black Relief Process. 
Packaged in Draw-Pul Card 
Savers in units of 25 


*To any company using 5000 or more 
cards annually ordered in lots of 250, 500 
or 1000 only as needed. No obligation. 


Send sample of your present card to: 


Neil Doherty, Gen. Sales Mgr. 


RELIEF PRINTING CORPORATION 


Nation's Largest Producer of Business Cards 
63 Summer Street ° Boston 10, Mass. 


.. . for more details circle 640, page 105 


SCULPTURAL PROMOTIONS, INC. 


No mold charges 
for smart sculptured P-O-P 
long and short runs 
441 LEXINGTON AVE. ia etl a 
MUrray Hill 7-1369 


. . . for more details circle 643, page 105 


MADE TO YOUR SPECIFICATIONS 


== 
ALLIE abt ee 8422 HOUGH AVE. 


CLEVELAND 3, OHIO 
. . . for more details circle 555, page 105 


Signs 


ALL-WEATHER 
PLASTIC PENNANTS 


VWVVYOVYN 


48 assorted color—18 inch Plastic Pennants 

sewed on a tough heavy tape 100 ft. long ONLY 

$4.00 ea. Dozen lots $2.60 ea. Write for quantity 

prices. Money refunded if not satisfied. CEN- 

ih & BANNER CO., Rossmoyne 
b 0. 


. . . for more details circle 577, page 105 


Hand-Lettering 


HAND-LETTERING FROM FILM 


$1 a word—all styles. No minimum, 
no “extras.” Glossy print for repro- 
duction. 24 hour service — delivery 
anywhere in USA. Order from Style 
Book AR free on request. 


RAPID TYPOGRAPHERS, INC. 
305 East 46, New York 17 ¢ MU 8-2445 


. . . for more details circle 636, page 105 





Engravings 


SUPERB AD PLATES 


SAV ON FINEST GUARANTEED QUALITY 
1e2¢3 and 4 COLOR PLATES 


WSUS mee 


WRITE FOR PRICES 


TAFFORD ENGRAVING CO., Inc. 
229 N. PENN. ST. ¢ INDIANAPOLIS 
. . . for more details circle 650, page 105 


Bus. Prop. & Services 


SERVICE BUSINESS LOCATION 
Dealer Serv. Agency Promotion 
Adv. Ser. Service Syn. Retail Adv. Syn. 
Economical office facilities in building with 
offset plant—located 30 min. from N.Y.C. in 
office town (no heavy industry) in suburban 
N.J.—Low overhead—Mainline R.R.—Parking 
on premises—Daily pick up for engrav., 
prints, stats, Ludlow, lino. 
PHOTO OFFSET & DUPLICATING 

4 presses Composing Dept. 

Camera, Plate D.S.J. Vari. IBM's 

Art Depts. Mailing 
Plant owner a former specialist in retail & 
dealer services (from agency & mfr. level) 
would like to offer services on a consultant 
basis & some new ideas in need of distribu- 
tion. 


P.O. Box 514 —Ridgewood, N. J. 


Stock Art 


FREE SAMPLE—New Scissors and Paste-Pot 
art service by the originators of creative 
layout devices. Get copy of new monthly 
Clipper—all new in size, format, content, 
ideas—sample, yours to use without cost. 
Sensational introductory offer. No obliga- 
tion—no salesmen. Address: Multi-Ad 
Services, Inc., Box 806G, Peoria, Illinois. 


. . for more details circle 618, page 105 


Offset Plates 


MULTILITH OR DAVIDSON PLATES 


$2.50 each prepaid 


Complete with any size negative, without half- 
tones, to 10 x 14. Choice of either a pre-sensitized 
or zinc plate. Write for special monthly contract 
rates and quantity discounts. 


MAIL YOUR “Camera-Ready’’ COPY TODAY! 


SPECIALTY PRODUCTS 7 rmuey Pont. ILL. 


for more details circle 649, page 105 
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CS . dvertisers 


The “key number” preceding the name of each advertiser listed below 
corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser, all you need do is to circle the 


number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 
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Readers’ 


Service 
Number 


Advertiser Page 


MII 


561 
551 
552 
624 
553 


554 
555 
560 
556 
557 
558 
559 
563 
564 
565 


566 
562 
573 


567 
664 
568 


569 


572 
570 
571 
574 


577 
578 
579 
580 


Academy Film Productions, Inc. 
Acco Products, Inc. 
Acrolite Products Incorporated 
Advertising Trades Institute, Inc. 


Advertising Typographers Association of 
America, Inc. 


Allen-Morrison Sign Co. Inc. 
Allied Decals Inc. 

American Neckwear Mfg. Co. 
American Trade Press Clipping Bureau 
American Type Founders 

Avery Adhesive Label Corp. 
Avery Paper Company 

Bacon's Clipping Bureau 

Bartz, F. H. 

Bauer Alphabets, Inc. 

Belford Co., Inc. 

Belnap & Thompson, Inc. 

Bienfang Paper Co. 

Black Light Corporation of America 
Brodie Advertising Service 

Brown & Bro., Arthur 

Brown & Son Inc., W. M. 
Brown-Bridge Mills, Inc., The 
Brownville Paper Co. 

Buffalo Photo Company 

Bundscho, Inc., J. M. cant adas 
Burrelle’s Press Clipping Bureau_........... 
Burwood Products Co. 

Busch Film & Equipment Co. 
Cadie Chemical Products, Inc. 
Cantine Company, The Martin 
Capex Company, Inc., The 

Central Flag & Banner Co. 

Chicago Cardboard Company ae. 
Chicago Show Printing Company... Inside Back Cover 
Cincinnati Pencil Company 
Clement Co., J. W. 

Collins, Miller & Hutchings, Inc. 
Conner Associates, Inc. 

Craftint Manufacturing Co., The 
Dick Co., A. B. 

Dot Engravers, Inc. 

Du-Plex Onvelope Corporation 
Durable Rubber Products Co. 
Eagle Rubber Co., Inc. 

Eastern Corporation 

Elbe File & Binder Co., Inc. 

Engel, Inc., J. A. 

Eureka Specialty Printing Company 
Filmotype Corp. 

General Exhibits & Displays Inc. 
Gilbert Paper Company 

Goodkin Co., M. P. 

Grace Sign & Mfg. Co. 

Graphic Systems 

Haberule Co., The 

Hammermill Paper Company 
Hansen Mfg. Co., Inc. 

Hinde & Dauch 

House of Andre’ 

International Color Gravure, Inc. 
Jaiken Studios, Max 
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Readers’ 


Service 
Number 


Advertiser Page 


605 
606 
607 
608 


610 
611 
612 
613 
614 
615 
616 
619 
617 
618 
620 
621 


623 
625 
626 
630 
627 
632 
628 
629 


631 
634 
633 
635 
636 
640 
637 
639 
638 
644 
643 
641 
645 
646 
642 
647 
648 
649 
650 
651 


652 
653 
654 
655 
656 
658 
657 
659 
660 
661 
662 
663 


Kaufmann Mat & Stereotype Co., The . 15 
Ketterlinus Lithographic Mfg. Co. ... 3d 
Kier Photo Service = cree ... $1 
Kleen-Stik Products, Inc. 

Lewis Artist Supply Co. 

Lufkin, Raymond 

Major Photo Co. 

Marvic Co., The ; 

McLaurin-Jones Company 

Mead Paper Corporation 

Metal Arts Company. 

Meyercord Co., The 

Millers Falls Paper Co. 

Minnesota Mining & Mfg. Co. 

Mohawk Paper Mills 

Monet Company, The 

Monsen-Chicago 

Multi-Ad Services 

National Flag & Display Co. 

Naz-Dar Company 

Neenah Paper Company 

New York & Pennsylvania Co. 

Northwestern Photo Engraving Co. 

Oxford Paper Co. 

Phoenix Products Company 

Photo-Matic Company : 

Pioneer Rubber Company, The 

Pollack Poster Print, Inc. 

Presto Process Co. 

Progress-Hanson-Progressive Group, 


The Inside Front Cover 
Publishers Book Bindery, Inc. 


Radiant Color Co. 

Rapid Colorprint Co. 

Rapid Copy Service, Inc. 
Rapid Typographers, Inc. 
Relief Printing Corporation 
Remington Rand Inc. 
Reynolds Metals Company 
Robertson Sign Co. 

Sales Tools, Inc. 

Sculptural Promotions, Inc. 
Serigraph Company 
Sersen’s Imprinting, Inc. 
Service Typographers, Inc. 
Slencil Co., The 

Sloves Mechanical Binding Co., Inc. 
Sorg Paper Company, The 
Specialty Products... 
Stafford Engraving Co. 
Stone Container Corp. 
Strathmore Paper Co. 
Switzer Bros., Inc. 

Tauber Plastics Inc. 
Technical Service Inc. 
Tension Envelope Corporation 
Transilwrap Co... 

Triangle Mfg. Co. 

Tweeten Fibre Co. 

U S Color 

Viewlex Inc. 

Warwick Typographers, Inc. 
Weber Co., F. 

Weck Process Co. 


Sa: a ae 
..Back Cover 
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501/Circle on Readers’ Service Card 
A Postcard Learns To Talk 

. Columbia Records offers details of 
“Auravision,” talking printed matter. The 
process brings to printed surfaces the magic 
of recorded speech or music, according to 
the company. (Page 82) 















502/Circle on Readers’ Service Card 

American Flyer Trains 

. . » how electric trains can be used as a 

premium in advertising is described in a 

leaflet offered by The A. C. Gilbert Co. 
(Page 82) 








$03/Circle on Readers’ Service Card 
Portable Air Conditioner 

. . . details on Port A Temp portable Air 
Conditioner are available from H & S As- 
sociates. (Page 82) 










504/Circle on Readers’ Service Card 

Auto Safety Belts 

. . . TNT Manufacturing Co. has issued a 
folder describing TNT auto safety belt to 
(Page 82) 








fit any car. 


505/Circle on Readers’ Service Card 
Home Soda Maker 

. . » FlZZmaster Corp. has issued a leaflet 
describing its FIZZmaster soda maker. A 
simple twist makes a bottle of sparkling 
water, flavored soda, or “champagne,” ac- 
cording to the company. (Page 82) 








506/Circle on Readers’ Service Card 
Hi-Kool Glasses 

. .. Gits Molding Corp. offers folder on new 
Hi-Kool town and country set. Six ‘‘Therma- 
Glass” glasses that keep drinks cold or 
hot for hours are described. (Page 82) 











5$07/Circle on Readers’ Service Card 
Automobile Plaque Mats 

. . Pro-tex automobile plaque mats are 
described in a leaflet available from Ballo- 
noff Metal Products Co. Mats can be used 
as premium and later used in the home or 
office as wall decorators and hot dish mats. 
(Page 82) 


508/Circle on Readers’ Service Card 
Giant-Size Fiber Board Toys 

. Merchandising Premiums Inc. offers 
booklet on giant-size fiber board toys for 
merchandising products. (Page 82) 









509/Circle on Readers’ Service Card 

Nips Premium 

. . » Nips Inc. offers details of packaged 
perfume to fit the purse. Name and mes- 
sage can be printed on special labels for 
purse-tubes or special cards for packets. 
(Page 82) 
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510/Circle on Readers’ Service Card 
Personal Card Cuff-Links 

. . » Rosenthal’s of Omaha offer details of 
personalized cuff links in the form of a 
calling card. (Page 82) 


511/Circle on Readers’ Service Card 

Color Transparency Retouching 

. . » Estelle Friedman Assoc. offers six bro- 
chures entitled "The Art Of Color Trans- 
parency Retouching” to provide readers 
with an insight in this specialized photo- 
graphic field. (Page 48) 


512/Circle on Readers’ Service Card 

“Photography in Advertising” 

. . . 16-page booklet published by Tension 

Envelope Corp. tells of ways of planning 

the picture, retouching and use of stock 

photos, and fitting photo to the idea. 
(Page 49) 


513/Circle on Readers’ Service Card 
Vacuum Formed Plastic Decorations 
- - « Catalog offered by W. L. Stensgaard 
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Readers’ 
Service Name_ 

| Dept. Company_ 
4405 Address 


* Please send me the following: 


Items in editorial columns: 


More details from AR advertisers: 
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| Chicago 11, Ill. 


+ Send for these helpful selling tools 
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629 630 631 632 633 634 
641 642 643 644 645 646 647 648 649 650 651 


* Note: Inquiries for items listed not serviced beyond August 15, 1956 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
| 200 East Illinois St., 


and associates lists great variety of plastic 
items for use in advertising displays. 
(Page 68) 


514/Circle on Readers’ Service Card 

Talking Doll Displays 

. . . Ad Sales offers details on giant, talk- 

ing-doll displays, featuring both animation 

and voice for point-of-purchase advertising. 
(Page 69) 


515/Circle on Readers’ Service Card 
Plast-O-Fab 

. . . Adler-Jones Co. offers information on 
“Plast-O-Fab,” a man-made greenery that 
is resistant to flames. (Page 69) 


516/Circle on Readers’ Service Card 
“Family Fair Show” 

. . . The Cleveland Press offers details of 
“Family Fair’ consumer show presenting 
products, equipment, crafts, and service for 
family living. (Page 96) 
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512 513 514 
532 533 

551 552 553 554 555 556 557 558 559 560 
572 573 574 575 576 577 578 579 580 
592 593 594 595 596 597 598 599 600 
612 613 614 615 616 617 618 619 620 
635 636 637 638 639 640 
652 653 654 655 656 657 658 659 660 













Hf Mailed in the 
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Items in editorial columns: 
515 516 517 518 519 520 521 
More details from AR advertisers: 
561 562 563 564 565 566 567 568 569 570 571 
581 582 583 584 585 586 587 588 589 590 591 
601 602 603 604 605 606 607 608 609 610 611 
621 622 623 624 625 626 627 628 629 630 631 
641 642 643 644 645 646 647 648 649 650 
661 662 663 664 665 666 667 


| eae | Adwertising 


Requirements 


% Send for these helpful selling tools 


517/Circle on Readers’ Service Card 
Sales Aid Show 

. third annual National Sales Aids Show 
details are offered by Advertising Trades 
Institute. (Page 20) 


516/Circle on Readers’ Service Card 

Haas Clarendon 

. . « Klingspor Stempel Haas Typefounders 
offers information on new Clarendon type- 
face, Haas Clarendon, a Victorian slab-serif 
face in a European cutting. (Page 54) 


519/Circle on Readers’ Service Card 
Lettering Catalog 
. . 24-page catalog of Cello-Tak Lettering 
is available from Cello-Tak Lettering Corp. 
Catalog includes over 200 of the most used 
type faces in sizes from 18 to 144 point. 
(Page 54) 


520/Circle on Readers’ Service Card 
Intertype Ready Recokoner 

. comprehensive copyfitting guide bock- 
let is available from Intertype Corp. The 


BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill 





Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


* Please send me the following: 


501 502 503 504 505 506 507 508 509 510 511 
522 523 524 525 526 527 528 529 530 531 
551 


651 
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NTT 


Pere ate ates eis gh anatase 


OE. 


booklet tells how to fit copy to any layout 
or determine how many pages a manu- 
script will make in any typeface selected in 
any width of setting. (Page 54) 


521/Circle on Readers’ Service Card 
Memphis Specimen Folder 

. . » Mergenthaler Linotype Co. offers a 
folder illustrating seven type weights of 
Memphis typeface. Sizes for text and dis- 
play range from 6 to 36 point. (Page 54) 


522/Circle on Readers’ Service Card 
Day-Glo Labels 

. . gummed-back labels lighted with Day- 
Glo colors are available from Allen Hol- 
lander Co. (Page 61) 


523/Circle on Readers’ Service Card 
Display Packaging 

. . . booklet telling of today’s trend toward 
product-contoured packaging is available 
from Plastic Artisans Inc. (Page 62) 


524/Circle on Readers’ Service Card 
What's New About Paper 


. Vol. 4, No. 8, March 1956, 


issue, 
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Readers’ * Please print or type information below 
Service Name_ _Title_ 
Dept. Company_ __Products_ 
4405 Address. City & Zone 


512 513 514 
532 533 


552 553 554 555 556 557 558 559 560 
572 573 574 575 576 577 578 579 580 
592 593 594 595 596 597 598 599 600 
612 613 614 615 616 617 618 619 620 
632 633 634 635 636 
652 653 654 655 656 657 658 659 660 


637 638 639 640 


* Note: Inquiries for items listed not serviced beyond August 15, 1956 


“What's New About Paper,” is available 
from Carter, Rice & Co. of Oregon. 
(Page 44) 


525/Circle on Readers’ Service Card 
Stoneridge Paper Samples 

. . . Curtis Paper Co. has prepared a 
sampler of its Stoneridge line, using ac- 
cordion fold tip-ins, odd-sized booklets, die- 
cut covers and extra covers. (Page 44) 


526/Circle on Readers’ Service Card 

Color Letter 

. . » Newsletter No. 5, entitled “Color Let- 
ter,” is available from Whiteford Paper Co. 
Letter tells how color can help many busi- 
nesses solve the problem of getting proxies 
back on time. (Page 44) 


527/Circle on Readers’ Service Card 

Plyglaze and Plyaloy Sign Panels 
. information about Plyglaze and Ply- 
aloy sign panels, two types of water and 
weather proof sign materials, is available 

from St. Paul & Tacoma Lumber Co. 
(Page 101) 


528/Circle on Readers’ Service Card 
Folder of Bumper Strip Posters 

. . . literature on the complete line of Ace- 
Hi Displays automobile bumper strips is 
available from the company. (Page 101) 


529/Circle on Readers’ Service Card 
Sound Slide Film 

. @ folder telling of the applications of 
sound slide film is available from the Roger 
Wade Productions. (Page 90 


530/Circle on Readers’ Service Card 
Envelopes 

. . - Direct Mail Envelope Co. offers a new 
32-page catalog of mailing and packaging 
devices, advertising self mailers, multi- 


purpose mailers, etc. (Page 56) 


531/Circle on Readers’ Service Card 
Tested Techniques 

... “The Effective and Profitable Use of 
Industrial Direct Mail Advertising” is the 
name of a booklet offered by McGraw-Hill 
Publishing Co. (Page 57) 


532/Circle on Readers’ Service Card 
Pak-Tyers 

. .. Automatic machines for tying bundles 
of letters, circulars, etc. are described in a 
booklet prepared by Felins Tying Machine 
Co. (Page 57) 


533/Circle on Readers’ Service Card 
Creative Services 
. a folder describing Mottershead Asso- 


ciates’ creative services in sales promotion 
and personnel relations is available from 
(Page 76) 


the company. 
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Use these return cards 
for publications 
mentioned on this page 





STYMIED... 


AT THE PAY-OFF! 


Ever faced a situation like this: an ad campaign set to break par— 
but stymied at the pay-off? Well... it's all in a round of golf for the 
man behind the putt, but it’s a serious business when your 

money is riding on an ad campaign that must produce results! 
When it comes to the most important aspect of your entire 
program—Merchandising at the Point-of-Sale—we're old pros. 

For more than SO years our job has been to create new 

ideas that sell... invent point-of-sale merchandising programs 
that stop shoppers, get action... pay off where it counts — 

at the cash register. Let our nation-wide organization show you 
how Merchandising at the Point-of-Sale can keep your ad 
campaign out of the rough; produce top results whether for a single 
display job, or a year-long program. 


e.|6©° 
And incidentally...you'll find our FREE ‘IDEA FILE"’ Merchandising at the PO| NT-OF- SALE 


and illustrated brochure full of point-of-sale 


suggestions, ready to help you score. ® Lithographed displays for indoor and outdoor use 


Write Chicago Show Printing Company, 
2626 N. Kildare, Chicago 39 


® Mystik Can and Bottle Holders 


® Econo Truck Signs 


® Booklets and Folders 


® Cloth and Kanvet Fiber Banners and Pennants 


for 


®* Mystik Self-Stik Displays 


® Mystik Self-Stik Labels 


more details circle 


579 


¢ Animated Displays 


page 
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An Announcement 
by 


THE SORG PAPER COMPANY 


of Special Interest to All Concerned 
in the Sale and Use of 


BLOTTING PAPER 


REC US PAT OFF 


We are pleased to announce the purchase of the processes, con- 
verting equipment, and brand names of the complete line of 
blotting papers which have been made for many years by The 
Wrenn Paper Company. 


Effective June 1, 1956, Sorg will manufacture and distribute all 
grades of blotting formerly made by Wrenn. These operations will 
be carried on in a new converting plant which has been built 
adjacent to our Middletown, Ohio, mills. 


The blotting grades will now carry the following brand names: 


Kromekote* Blotting Sorg’s Utility Halftone Blotting 
Sorg’s Enameled Blotting Sorg’s Royal Blotting 

Sorg’s Porcelain Blotting Sorg’s Seed Germinating Blotting 
Sorg’s Bluebird Blotting Sorg’s Lintless Photo Blotting 
Sorg’s Record Blotting Sorg’s Embossed Blotting 


(Mosaic and Bas Weave) 


To all users of WRENN BLOTTING, SORG assures the same 
high quality of product and service that has won for Wrenn the 
respect and confidence of its customers for almost a century. 


ER COMPANY « Middletown, Ohig —— 


@ Manufacturers and Converters of Stock Line and Specialty Papers 
STOCK LINES 


WHITE SOREX e CREAM SOREX e LEATHER EMBOSSED COVER e PLATE FINISH COVER e EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e TENSALEX e VALLEY CREAM and MIDDLETOWN POST CARD e 410 TRANSLUCENT 
No. 1 JUTE DOCUMENT e GRANITE MIMEOGRAPH For Converting Use: DBL (Double Bleach Lined) DIP (Dyed-in-Pulp) 


Offices in: NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS GELES 


for more details circle 648, page 105 





